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| About this Josue 





Wrru the hot weather season hitting its 
peak, bottlers throughout the country are 
smack up against their usual “how to” summer 
problems: how to obtain much-needed addi- 
tional manpower; how to speed returns of 
empties; how to prevent overworked equip- 
ment from breaking down; how to find extra 
storage space for summer-big supply ship- 
ments; how to keep accurate tabs on what's go- 
ing on during all the rush. 

There are practical ways of handling each of 
these important problems, and many of them 
are presented in this issue. For example, there’s 
an article on how a soundly-operated plant re- 
duced its manpower requirements and “found” 
additional storage space by adopting the fork- 
lift-and-pallet handling system. There’s an- 
other detailed story on how an empty bottle 
shortage was averted by a bottlers’ cooperative 
ad drive. There’s a case history of how an 
efficiency-minded plant avoids machinery 
breakdowns—through a carefully mapped-out 
day-to-day maintenance program. And there’s 
a really helpful article which describes and il- 
lustrates a simple, inexpensive form designed 
to give you quick access to vital facts about 
your sales and costs. 

It will pay you to give these articles your 
fullest consideration. They may provide a solu- 
tion to at least one of your current problems. 


x * 


One would imagine that the industry would 
be fully occupied just with filling the record 
demand this summer; yet throughout the trade 
much is currently being done to broaden the 
soft drink market. Dad’s has bowed a no- 
deposit package; Dr. Pepper is extending use 
of the 12-bottle carton; and large-scale ad 
campaigns are in the works. You'll find details 
on all this activity as you turn the pages. 


xk * 


There are two other outstanding features in 
this issue which deserve special mention. One 
is a PRICE CHART of the U. S., which shows 
at a glance wholesale soft drink price levels in 
the country’s leading markets. The other is an 
exclusive report on the production of the first 
fully automatic chocolate sterilizer—one of the 
major equipment developments in the past ten 
years. 

See you next month—with more helpful 
information. 
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June Sun Sends Sales Soaring; 
Big 1953 Volume Gain Expected 


Soft drink sales last month zoomed skyward as 
hot weather temperatures had plants working over- 
time and adding shifts, a spot check by N.B.G. 
revealed. 

Majority of plants and parent companies con- 
tacted by N.B.G. reported their June business hit 
new peaks. This added further credence to trade 
estimates that 1953 volume, on the basis of sales 
gains made the first half of the year, will far exceed 
the 1952 sales record—particularly if the weather 
continues favorable. 

And June weather was just that. For example, 
on June 2] first official day of summer, U. S. 
Weather Bureau reported it was hot all over. In 
Atlanta, it was 92°; St. Louis, 96°; New York, 94° ; 
San Francisco, 93°; Chicago, 89°; Denver, 84°; and 
Houston, 96 


burner people. 


It certainly was tough for the oil 


More States Approve 
Non-Sugar Drinks 

Several states have adopted legislation in recent 
months approving the bottling and distribution of 
synthetic-sweetened soft drinks. A few other states 
which now ban non-sugar beverages are known to 
be on the verge of amending existing laws to permit 
the sale of such drinks, an N.B.G. check reveals. 

Delaware and Minnesota have already enacted 
legislation okaying the sale of dietetic drinks, pro- 
vided such drinks are clearly labeled and segregated 
from other products in food stores. Similar meas- 
ures are now under consideration in Maine, Wis- 
consin and Florida, and reports indicate their 
chances of passage are good. And, as reported last 
month, Massachusetts has relaxed regulations gov- 
erning the distribution of synthetic-sweetened foods. 
It now permits the sale of dietetic drinks in food 
stores when properly segregated. (Previously, 
Massachusetts limited dietetic drink sales to drug 


stores. ) 





THE TRADE 


Cliquot Club Bows 5-Flavor 


Dietetic Drink Line 

A five flavor dietetic drink line was introduced 
last month by the Clicquot Club Company of Millis, 
Mass. The five flavors are ginger ale, cola, root beer, 
grape and black cherry. Packaged in no-deposit 12- 
ounce bottles, the dietetic drinks are priced at 15c 
per bottle, 2 for 29c. Clicquot Club is also mer- 
chandising the synthetic sweetened drinks in a 
special 6-bottle carry-home carton, retailing for 
about &7c. 

A. T. Barnard, vice-president in charge of sales 
of Clicquot Club, reports that a large number of the 
company’s franchise bottlers are already producing 
and distributing the dietetic drink line. By the end 
of the summer, Mr. Barnard estimates that most 
Clicquot Club bottlers will be offering the product in 
their territories. In addition, he reports that the 
Clicquot Club bottler in Manila, Philippine Islands, 
will also handle the line. 

Newspaper and point-of-sale promotion is sup- 
porting the introduction of the dietetic line, and 
advertising will probably be extended to radio and 
television. 


Pepsi Nixes Diet Drink 


Pepsi-Cola’s new “refreshes without filling” slo- 
gan, which has become the central theme of its 
advertising, is being enthusiastically received 
around the nation, it was reported at a recent 
stockholders’ meeting. But, in direct reply to a 
question from the floor, Pepsi President Alfred N. 
Steele stated that the company had no intention of 
introducing a dietetic drink line. Pepsi-Cola would 
not consider using a sugar substitute, he added. 

Mr. Steele pointed out, however, that the reduced 
sugar content of Pepsi-Cola was, in the opinion of 
many retailers, substantially accountable for the 
product’s continuing growth and popularity. 

Ed. Note: 


to be seriously considering the adoption of a dietetic 


Several other parent firms are known 


drink line. Clicquot Club bowed a 5-flavor non-sugar 





line last month (see other item this section); B-1 
Trim” for several months; 


oer 


has been marketing 
and it’s a virtual certainty that at least one other 
major parent company will introduce a dietetic drink 
this month. 


Beverage Tax Bills Fail 
To Pass In 8 States 


Discriminatory beverage tax measures failed to 
be enacted in any of the eight states where such 
legislation was introduced this year. The eight states 
involved are: Ohio, Minnesota, New Jersey, North 
Carolina, Pennsylvania, Tennessee, Washington and 
Wisconsin. 

Several of these proposed tax measures had 
reached the almost-enacted stage. The Wisconsin 
measure had passed the House, and the tax bills in 
New Jersey and Tennessee were approved by the 
Senate. 


Industry Mad At Mack's Ad 

This full page advertisement (see illustration) 
which appeared in a few New York newspapers 
the week of June 9th, caused a furor in advertising 
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circles and infuriated many in the bottling industry, 
including some of Mr. Mack’s old friends in the 
trade. 


Such statements as “as many as 30 people may 














drink out of a bottle before it comes to you” and 
copy was widely criticized as mislead- 


other “scare 
ing, inaccurate and unfair. Apparently, most of the 
newspapers, radio and TV stations concurred in the 
opinion that this advertisement was in “bad taste” 
and refused to accept similar copy for their media. 

Some trade observers commented on the irony of 
Mr. Mack’s attack on the beverage bottles since 
he still heads Nedick’s, available in bottles. 


Strike Settled, St. Louis Bottlers 
Up Prices to Cover New Wage Hikes 

A three-week strike affecting 30 St. Louis, Mo. 
bottling plants ended June 23, with several of the 
plants involved immediately hiking their prices to 
help cover the substantial pay boosts granted to 
routemen., 

The union had sought a 40-cent an hour increase 
for routemen (who were getting $1.75 per hour), 
plus fringe benefits. According to reliable reports, 
it “settled” for an increase from $60 to $80 in 
weekly guarantee to routemen, plus a substantial 
boost in commissions. Wage concessions also were 
granted to drivers’ helpers. 

Price increases were announced by several bot- 
tlers to help cover the cost of the upswing in wage 
scales. 7-Up and B-1 raised from 96c to $1.20 on 
7-0z.; Canada Dry and B-1 upped quart prices from 
$1.60 to $1.85, and several other plants including 
Vess Cola, boosted to $1.10 on smalls. Other plants 
in the area were expected to follow through with 
price boosts, too. At the time of this writing, Coke 


and Pepsi were wholesaling at 96c. 





A 9 ae. 


Strike scene: AFL Teamsters picketing Moore Bros. 
Bottling Co., St. Louis, in drive to organize office 
workers, are in turn picketed by Mrs. Hazel McKenzie, 
daughter of one of the owners. She is the only office 
worker employed at the plant, and so her sign reads: 
“My daddy's place. No strike here.” 


United Pres 








Philadelphia Gets 1954 ABCB Conven- 
tion; 200 Exhibitors Signed For 1953 


The 1954 A.B.C.B. Convention and International 
Soft Drink Industry Exposition will be held in Phila- 
delphia, the national association has announced. 
Miami, A.B.C.B. reports, is currently first choice for 
the 1955 show. 

This year’s convention-exposition, to be held Nov. 
9-12 in Chicago, has already attracted more than 200 
exhibitors. Top attendance is expected since there 
are 1,700 bottling plants within 500 miles of Chicago. 


Pfizer Boosts Citric Acid Prices 

Increases averaging nine per cent in the basic 
prices of four of its citric acid products were an- 
nounced last month by Chas. Pfizer & Co., Ine., 
the industry’s leading supplier of this commodity. 
The price rises, ranging from 1.5 to 3.5 cents per 
pound, are effective immediately and are attributed 
by company officials to increased manufacturing 
costs. 

Under the new price schedule, Pfizer’s citric acid 
U.S.P. will go up 2.5 cents per pound; anhydrous 
citric acid, 2.25 cents per pound; sodium citrate 
U.S.P., 1.5 cents per pound; and sodium citrate 
VIII, 3.5 cents per pound. This is the first increase 
in the price of citric acid made by Pfizer since 1948. 


FDA Bans Coumarin—From Any Source 


The Food and Drug Administration last month 
clarified its recently-imposed ban on coumarin, em- 
phasizing that the product, from whatever its source, 
“should not be used”. Following FDA’s issuance 
of a regulation prohibiting the use of coumarin as 
a flavoring agent because of its cumulative toxic 
effect on the human system, there had been specula- 
tion that FDA intended the ban to apply only to 
coumarin processed from coal tar derivatives. 

FDA, however, indicated last month that its cou- 
marin ban was a complete one. “There is no reason 
for assuming that coumarin from tonka beans or 
other vegetable sources acts differently on the ani- 
mal body,” FDA stated. 


95°, of New York Bottlers 
Want Carton Deposit! 


Better than 95°; of the bottlers in New York 
State favor a carton deposit and are willing to join 
any movement to raise deposits in their territories. 

This information is revealed in a survey on carton 
deposit preferences being conducted by the New 
York bottlers’ association. Of 184 responses received 
to date, 176. bottlers said they favored a carton 
deposit, six said “no”, and two expressed indecision. 

John M. Joyce of New Rochelle 7-Up, chairman 
of the state’s Deposit Carton Committee, declared 
that the association’s plan is to apportion the state 


into ten districts, and to establish a carton deposit 
in those districts where all or most bottlers have 
indicated a preference fox it. 


“Bottlers" Sugar Now On Sale 

“Bottlers” sugar, developed jointly by A.B.C.B. 
and sugar companies, was “officially” placed on the 
market this month. Purchase of the specially grade- 
marked sweetener furthers the assurance of a uni- 
form, high quality product, A.B.C.B. declares. 

Actually, many sugar suppliers had begun selling 
“Bottlers” sugar months ago, jumping the gun on 
a July 1 deadline set up early this year to give them 
ample time to make all necessary arrangements. 


News Briefs 

Although soft drink price increases are not mak- 
ing big headlines any more, they continue through- 
out the country. Coca-Cola plants in Philadelphia 
and Coatesville, Pa. (from 95c to $1.00) ; Coca-Cola 
in Anderson, Ind. and Ruston, La. were also among 
those who boosted last month. Said Elmo A. Funk, 
manager of Anderson Coca-Cola: ‘“‘When you get 
caught in a vise, something has to give.” ... There’s 
lots of Pepsi-Cola expansion activity on the West 
Coast. Los Angeles Pepsi-Cola plant, with four 
plants operating now, is readying three more. And 
Fresno Pepsi shortly will bow a family pack. Inci- 
dentally, in 1952, new sales highs were reached in 
the territories of 132 Pepsi bottlers. 

There has been no let-up in loss leading in Hous- 
ton and Fort Worth, Texas. Recent offer, made by 
the big Henke & Pillot chain was a 12-bottle carton 
of Coke for 33c—less than 3c per bottle. That’s 
relatively high, considering that Coke has been loss- 
leaded in this territory at 6 bottles for 5c—less than 
lc per bottle! ... Mixed drink fad continues strong. 
Latest offering is ‘Hula’, a combination of Cock’N 
Bull Ginger Beer with pineapple juice. . . . The 
average supermarket had a sales volume of almost 
$1 million in 1952, an increase of 11°07 over 1951. 

An expected increase of one million tons in world 
sugar consumption during the 1952-1953 crop year, 
coupled with an estimated decrease of about two 
million tons in world production for the same period, 
will probably mean another sugar price hike this 
year. Ouch! ... Bills which would have prohibited 
the sale of beverages in no-deposit bottles have 
been defeated in Maine and Maryland. Vermont 


however, has enacted a law banning one-way bottles. 


Advertising News 

Dr. Pepper is currently engaged in a tie-in pro- 
motion with General Mills in several southern states. 
A Dr. Pepper coupon is enclosed in five and ten 
pound sacks of General Mills “Red Brand” flour. 
It can be turned in for a free 6-bottle carton of 
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LEGEND: 


Outlined areas—solidly higher prices. 
ili! Shaded areas—prices moving upward. 
Red areas —solidly pre-war prices. 


With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, which give specific price ranges by selected cities in 29 States, 
N.B.G.’s new monthly department officially begins its task of keeping the industry fully informed on 


the trend of wholesale beverage prices. 
The map shows a sharply defined line of demarcation between States generally at higher prices 


and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 


in simple outline. 


In order to make this department as accurate and timely as possible, we cordially invite our 
readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 
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BY STATES / 

—— ere s 
Cities 6-8 oz. 10-12 oz. Quarts 
Birmingham .96 .96 2.00 * 
Montgomery .80 .80 
a for the Right Bottler 

ARIZONA 
Cities 6-8 oz. 10-12 oz. Quarts 
Phoenix 0-1.10 .80-1.10 1.25-1.90 
Tucson 80- .90 .80-1.10 1.25-—1.60 
Safford .80 80 1.25-1.60 
Douglas .80- .90 1.25-2.75* 
Yuma 1.10-1.20 1.20 1.25-2.10 
* $2.75 price is on no-deposit quarts. 

ARKANSAS 
Cities 6-8 oz. 10-12 oz. Quarts 
Fort Smith .80 .80 
Jonesboro .80 .80 
Little Rock .80 .80 
Texarkana .80 .80 
Fayetteville 80- .85 .80- .85 
Camden* 80- .96 .80- .96 
Eldorado* 80- .96 .80- .96 
Fordyce* 80- .96 .80- .96 
* All except Dr. Pepper and Coca-Cola, 

IT’S BIG BUSINESS... for bottlers equipped 

CALIFORNIA to handle the franchises available. 

Cities 6-8 oz. 10-12 0z. Quarts Famous quality beverages in luscious tempting et: 
Clicquot flavors—The same famous Clicquot with 5 

Sacramento -90-1.30 1.35 | 60-1 .80 no sugar content...a favorite diet drink. } *y 
Stockton 90-1.10 1.10-1.20 1.60-1.80 Pee: “ bK << 
Berkeley 90-1.20 1.20 1.25-1.60 Y nitanie ¢ P30 PY Gita 
Oakland 90-1.20 1.20 1.25-1.60 a el Tsay G 
San Francisco 90-1.20 1.20 1.25-1.60 |. LUSCIOUS FLAVORS p Step, ER 
San Jose 1.00-1.20 1.30 1.50 ‘ i 
Fresno 1.00-1.30 1.30 1 .60-2.00 cnar bien. | ‘05 a Tey gn 
Bakersfield 1.20-1.30 1.30 1.60-2.25 COLA, Ts T BR, GA Re PRP 
Pasadena 1.35 1.35 |.80-2.25 VINEYARD SODA Tey Now-rarreae 
Los Angeles 1.35 1.35 | .80-2.25 | om 5 'C BeversActy - FAT 
Long Beach 1.35 1.35 1.80-2.25 / ° th 
San Diego 1.20-1.35 1.35 1.60-2.00 UGas p_ FREE Clic TU 

COLORADO NON garrenin® 
Cities 6-8 oz. 10-12 oz. Quarts 
Denver 80- .96 .80-1.00 1.15—1.40 
Colorado Springs 1.20 1.30 1.15-1.40 
Pueblo 1.20 1.30 1.15-1.40 
Greely 1.00 1.00 1.15-1.40 
Sterling 1.40 1.40 1.20—1.60 
Trinidad .96 .96 1.20-—1.40 a 
Alamosa 1.25 1.25 1.60 TERRITORIES OPEN for bottling franchises that © 
Salida 1.25 1.25 |.60—1.80 will mean big additional business for bottlers who ei 

qualify. SUGAR-FREE BEVERAGES are already 
Cannes a big profitable business... YOU CAN 
Cities 6-8 oz. 10-12 oz. Quarts GET YOUR SHARE with FAMOUS 
\ QUALITY ' famous -for-flavor 

Waterbury 80-1.12 1.00-1.20 1.25-1.85 « CLICQUOT CLUB. 
Hartford 80-1.12 1.00-1.20 1.25-1.85 ee 
New Haven .80-1.12 1.00-1.20 1.10-1.85 _-a = . 
Bridgeport 751.12 1.00-1.20  1.00-1.85 F a epplications to Clicquot Club Co. MILLIS, MASS. 
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It doesn’t take a bunch of capering children, 
hurrying housewives or harried husbands to make 
up the kind of picnic we have in mind. 

What we're talking about is the profit picnic 
you'll have if you bottle Twitchell flavors! 

‘Cause when you get Twitchell-flavored bever- 
ages out on the routes you'll find demand increas- 
ing... sales going up... and a goodly share of 
repeat business on your books. 

And here are four top-notch Twitchell taste- 
pleasers that will head you down the profit road: 
TWITCHELL’S STRAWBERRY CREAM— A vanilla 
type, with a palate-pleasing strawberry overtone. 
Deliciously -flavored, its clear, sparkling, enticing 
appearance appeals to customers the year ‘round. 


Be 


It’s Picnic Time For You, Too, Mr. Bottler ! 





TWITCHELL’S 400 ORANGE—A 4-02. flavor 
with a new and different orange tang. Its full 
flavor and fine, juicy appearance push sales up 


wherever it’s sold. 


TWITCHELL’S WT GRAPE—A real wine base 
gives this 4-oz. imitation flavor a rich, natural 
flavor. It’s one of those “just right” blends that 
keep customers coming back for more. 


TWITCHELL’S BLACK CHERRY—You can't go 
wrong with this superlative blend of cherry extract 
and natural flavors! It’s a 4-oz. item, with artificial 
color added to give an eye-catching dark 


cherry hue. 


Write today for prices, samples—or gallons 


i ‘ , : 


COMPANY 


SaZ42 voare of service t6 Bbottters 


CRESTMONT AND HADDON AVES.e CAMDEN 4, N. J. 





Cities 





Pensacola 
Tallahassee 
Jacksonville* 
Orlando* 
Lakeland 


Tampa* 


St. Petersburg* 
W. Palm Beach* 


Miami* 
Key West* 








* all except Coca-Cola, which is .80. 


Cities 





Atlanta 
Augusta 
Macon 
Columbus 
Savannah 
LaGrange 
West Point 
Valdosta 
Albany 


Cities 





Boise 

Twin Falls 
Pocatello 
Lewiston 
Payette 


Cities 





Sioux City 
Dubuque 
Cedar Rapids 
Des Moines 
Davenport 
Council Bluffs 
Burlington 
Waterloo 


Cities 





Covington 
Louisville 
Frankfort 
Lexington 
Paducah 
Bowling Green 
Middlesboro 


Cities 





Baltimore 
Hagerstown 
Annapolis 
Salisbury 


Cumberland 
Silver Springs 

















FLORIDA 
6-8 oz. 10-12 0z. Quarts 
.80 
.80 
80- .96 
.80- .96 
20- .96 
.80- .96 
.80- .96 
.80-— .96 
.80- .96 
80-— .96 
GEORGIA 
6-8 oz. 10-12 oz. Quarts 
.80 80 !.60-—2.00 
.80-1.00  .80-1.00 1.60-2.00 
.80 .80 1.60 
.80 .80 .80 
80- .96 .80- .96 1.60 
80- .96 .80- .96 1.60-2.00 
80- .96 .80— .96 1.60—2.00 
80- .90 .80- .90 1.60 
.80- .85 80- .85 
IDAHO 
6-8 oz. 10-12 oz. Quarts 
.90 .90-1.00 1.60-1.80 
1.35 1.35-1.50 1.60-1.80 
1.35 1.35-1.50 1.50-1.80 
1.60 1.60 1 .50—1.80 
.80-1.00  .80-1.00 1.60-1.80 
IOWA 
6-8 oz. 10-12 oz. Quarts 
80- .96 .80- .96 1.30-1.85 
80-1.20 .80-1.20 1.30-1.85 
80- .96 .80-1.20 1.40-1.85 
.96-1.20 .96-2.40 1.45-1.85 
80-1.20 1.20-2.40 1.30-1.85 
80- .96 .80— .96 1.10—1.85 
.80 .80- .96 1.10-1.40 
.96—1.20 1.20 1.60-1.85 
KENTUCKY 
6-8 oz. 10-12 oz. Quarts 
.96 
.80-!.12 .96 
.70— .80 .96 
.80 .96 
.80 .96 
.80 
1.00 1.00 
MARYLAND 
6-8 oz. 10-12 oz. Quarts 
80- .96 .80—- .96 1.00-1.60 
80- .96 .80 1.20 
.80 80- .96 1.20 
80- .96 .80— .96 1.20 
80- .96 .80- .96 
80- .96 .80- .96 1.20-1.40 





(Continued on Page 65) 
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Putting a Cover on the Carton 


2. POSTTS on bottles and cases are so immutably 
a part of the soft: drink industry that only the old 
old-timers know that they were inaugurated long 


after the industry had achieved national distribution 


and bottlers were running into the dual problem of 


losing containers in the market. and to other bot- 
thers. Institution of the deposit) system quickly 
closed both avenues of loss. As an industry. we 
were so satisfied with these results that little or no 
thought was given to changing economic conditions. 
so that today. more than 50 years later. bottle and 
case deposits are still largely at the same levels as 
when they were first established. 

With cartons however. a substantial number of 
bottlers are determined not to get off on the wrone 
foot. They realize that the low-cost period before 
World War IL is not likely to be repeated in the 
foreseeable future. Many bottlers. acting alone or in 
local groups. have inaugurated carton deposits. Some 
have the experience of many months to prove con- 
clusively that practically no il-effeets are produced 
on sales. 

After reviewing the situation last fall. and subse- 
quently making a survey which showed 97 of them 
in favor of such a move. New York State bottlers 
are actively engaged in completing plans for state- 
wide application of a carton deposit. This is the first 
such program that we know of, and it is certain to 
influence a large segment of the northeast and central 
States 

And perhaps the whole industry as well 


We hope S(), 
x kk 


Needed: A Definition 


q | occurred to us the other day. as we sat discuss 


ing some of the current goings-on in the industry. 


that some of our difficulties stem from the fact that 
we are in the unfortunate position of being an in- 
dustry without clear identification. 

What is the soft drink industry? What, for that 
matter, constitutes a bottler? This is no light and 
theoretical problem, for if you stop to think about 
the developments in the industry during the past 
ten years. you find yourself smack up against a num- 
ber of questions which may be attributed to the 
absence of a clear-cut definition of what and who 
we are, as an industry. 

As an example of what is happening, let's take a 
look at the name of our trade association, American 
Bottlers of Carbonated Beverages (a name which, 
incidentally. our association officials have been try- 
ing to replace with a more accurate one). Is “bot- 
Hed” a permanent and exclusive definition? Then 
what about cartons and cans, already on the market. 
and plastic containers still in the laboratory stage 
but a real possibility for the future? 

And how about “carbonated” —if you insist on 
this characteristic, what about the many bottlers 
who produce non-carbonated brands ? 

And that isn’t all-——does the “beverage” stop being 
a “beverage” when a bottler prepares sirup and 
carbonated water for sale through cup vending ma- 
chines. or home-mix sirups sold through food stores ? 

Come to think of it. from what we hear and read 
today out of Washington, there seems to be plenty 
of arguments over the real definition of the word 
“American”. But we will leave this latter problem 
for those in official position to clarify. 

As for the rest. however we do need, and soon, a 
comprehensive, modern definition of what consti- 
tutes this industry. It must be a sound definition 
one that will be sufficiently realistic to include pres- 
ent and future developments and, on the other 
hand, be one with a sufficiently strong. common 
interest to keep us bound together as an effective 
industry. 


{ny ideas? 
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Fully-equipped machine shop, well-stocked with equipment parts, 
its own maintenance and repair work. 


Boo er unyy 


enables plant to do 





Fad THOROUGH, carefully-planned maintenance and 
cleanliness program at the Cleveland (Ohio) Pepsi- 
Cola Bottling Co., is enabling 
achieve top production efficiency, ¢ 
equipment breakdowns, and almost completely elim- 
inate in-plant accidents. Additionally, 
ing another important cost saving: 
in sound operating condition, 
to “milk” extra years of service 

The preventive-maintenance and daily cleanliness 


program is the brainchild of Cleveland Pepsi-Cola 


President Frank X. Schaut, 


plant’s production efficiency records explains why 
every other company official is fully and enthusiasti- 


cally sold on it. 


me or “TT daa 


KEK 


—— A CROLL II — — 


+, b 
a 


AFTER THE DAILY CLEAN-UP... 


Floors mopped and gleaming wet, 





it is contribut- 
by keeping units 
the company 


Sr., and a glance at the 


equipment clean and 


Says one of them: “Mr. Schaut has really got 
something.” 

He has. 

It’s a well-directed program involving every in- 
plant employee, each of whom is assigned a specific 
maintenance or cleaning job, in addition to his regu- 
lar production line duties. Some work individually ; 


others in pairs or teams. 


Cleaning Is A Daily Proposition 


The cleaning part of the program is a daily 
proposition. At the end of each work day the 
employees immediately arm themselves with the 
“tools” required to do their assigned tasks. It may 


— i 
—_— ot i % 


sparkling—this is how the massive production area of the 





Cleveland Pepsi-Cola plant looks after its daily clean-up. 









Top production efficiency, no “unforseen” 
equipment breakdowns, and increased 
machinery longevity, are major benefits 
of preventive maintenance - cleanliness 
program practiced at Cleveland Pepsi. 


be a mop, broom, some washrags, brushes, a water 
hose or a steam jet. Whatever “tools” they use, 
however, they use well. And indeed they should, 
for each of them is properly schooled in how to 
handle his cleaning chores. For example, here is the 
plan for the daily cleaning of labeling equipment. 

1. Rinse with hot water to remove excess glue 
deposits—brush if necessary. 

2. After cleaning, fog all surfaces of labelers 
with a sanitizer solution, using 1 ounce in a gallon 
of water. 

3. Let air dry without rinsing. 

Even a seemingly insignificant job like floor 
sweeping has been carefully planned. The men, it 
was explained, are given a specific time schedule 
to complete their clean-up jobs and their sequence 
of work must be—and is—so arranged as to allow 
them to finish their jobs in the required period with- 
out interfering with the other cleaning operations 
This same down-to-the-last-detail efficiency is also 
characteristic of the preventive maintenance aspect 
of the program. 


Machinery Checked, Overhauled Regularly 


At regular intervals—ygenerally semi-annually or 
annually—every piece of production and delivery 
equipment is checked, tested, repaired, adjusted, 
overhauled or painted. There ig nothing haphazard 
about this either; definite, detailed procedures have 
been charted for the “treatment” of each item of 
equipment. Mr. Schaut, in fact, is now compiling 
a comprehensive manual on the care of bottling 
equipment. The maintenance formulae covered in 
this book include not only recommendations of the 
machinery manufacturers, but are often-times sup- 
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CLEAN-UP AT END OF WORK-DAY... 


F oe te, 
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Washers are thoroughly steam-hosed... 
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New! Exciting! 
~ Different! 
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e Advertising & Promotion 
3 Program 


A giant, 3-dimensional Advertising and Promotion 
Program — the greatest in its history — will make 


1953 a stellar year for NuGrape Soda. 
Here are the 5 exciting phases of the program: 


An all-expense-paid trip for two to It’s all backed up with a powerful ad- 





glamorous Hawaii will be awarded to the 
NuGrape bottler who does the most out- 
standing selling job for NuGrape Soda 
during the months of June, July, August, 
and September. Plus 4 free trips to the 
ABCB Convention for the runners-up. 
) ; , 
4e2Valuable prize awards for NuGrape 
route salesmen who show outstanding sell- 
ing abilities. 


o. 

53. And for consumers, a tested and proved 
premium promotion designed to win a 
multitude of new NuGrape customers, 


he, 


Labelers are rinsed, brushed, fogged with sterilizer solution. 
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vertising schedule in every bottler’s terri- 
tory, where it will do the most good. 

There’re big things ahead for NuGrape 
Soda in 1953... 
Why not investigate franchise opportuni- 
ties im your area, 


. and the years to come. 
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plemented with original maintenance techniques 
evolved by Mr. Schaut. For instance, Mr. Schaut 
has all filler valves “baked” in block tin before 


: woz ,' —_ 
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using; “‘they last eight years that way,” he says. 








The main reason in-plant maintenance is so con- 


GINGER ALE GINGER ALE scientiously stressed is that the company believes 


that it proves economical in the long run. To allow 

equipment to deteriorate unnecessarily, it insists, 

, means more frequent outlays for machinery re- 

p GINGER ALE — ‘ GINGER ALE placement. And to assign the maintenance work to 


outside firms is much too costly, it is felt. That is 





why Cleveland Pepsi-Cola maintains in its plant 





one of the most modern machine shops to be found 


GINGER ALE 


anywhere. The shop is equipped with lathes, milling 
machines, grinders, etc., and included in its stocks 
are about £50,000 worth of machinery parts. 





“a 


If some minor trouble develops, our shop is pre- 


4 Design for 
Bottlers Prof: 


pared to handle it immediately,” says Mr. Schaut. 
“This practically eliminates major breakdowns, and 





at the same time, it prevents equipment from 





remaining idle for great lengths of time.” 


GINGER ALE 





Keeping equipment in clean, top-operating condi- 






tion has an additional significant benefit, Mr. 
Schaut believes. “It helps insure a quality product 
at all times,” he reasons, adding: “Quality is no 


accident.” 






| “Learning By Doing” 
GINGER ALE 7 ’ 


Y : y Mr. Schaut is inclined to feel that there is nothing 
really unusual about his cleanliness-maintenance 
program. “It is simply the result of long years of 

, GINGER ALE GINGER ALE experience, properly applying the tricks and tech- 
niques gleaned from this experience, and avoiding 
the mistakes made in acquiring it,” he declares. 
“Learning by doing, you might call it.” 
GINGER ALE ’ GINGER ALE G2 | To be sure, Mr. Schaut has had a long and varied 
business career to gain his experience, having 
started in the business world half a century 
GINGER ALE ago. Today, in addition to heading Cleveland 
Yi 9 
GINGER ALE 


GINGER ALE 
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FRANCHISE DIVISION 


J A 4 | E S V 3 R N ©] R C O M P &é N b “Quality is no accident’, says Cleveland Pepsi President, 


DETROIT 26, MICHIGAN Frank S-chaut. Sr. That's one important reason why the 


company ma:n‘ains a modernly-equipped laboratory. 


GINGER ALE 
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Pepsi-Cola, he operates an auto dealership and has 
sundry real estate interests. A little-known fact 
about him is that he was admitted to practice be- 
fore the U. S. Supreme Court in 1931; this is effec- 
tive for life. 

It is apparent though that his “first love” is the 
bottling business—possibly because it gives him the 
widest room to express and expand upon his ideas. 

He chose the site of the plant (in 1940), and 
other Cleveland bottlers will admit it is a hum- 
dinger. The plant is ideally situated, allowing the 
company’s 65 trucks to gain quick and easy access 
into all parts of Cleveland. 

The plant’s mainstay, of course, is Pepsi-Cola, 
but it also produces a four-flavor line. Its prices 
are good: 90c for 8 ounce Pepsi, $1.08 for 12 ounce, 


and 90c for the & ounce flavors. 


Four Production Lines Operated 
Volume has been growing steadily over the years, 
and the plant now operates 4 Liquid Carbonic pro- 
duction lines to meet demand (two 60 spout, one 
50 spout, one 40 spout). Edward Ermold labelers, 





The Cleveland Pepsi-Cola plant is as modern and attrac- 
tive on the outside, as it is efficient inside. 





Standard-Knapp packers, Infilco water treating 
equipment and Pfaudler sirup tanks comprise the 
other major production units. 

Top officers of the company, in addition to Mr. 
Schaut are W. H. Benderman, Vice-President, and 
Mr. Schaut’s son, Frank, Jr., Assistant V.P. 





Truck Loading Efficiency, Too 


Efficiency in truck loading and distribution is 
also stressed at Cleveland Pepsi-Cola. As a gen- 
eral rule, full goods coming off production line 
are loaded directly onto trucks to avoid double 
handling. Firm also keeps several extra trucks 
loaded at all times, so routemen who need addi- 
tional merchandise can return to the plant and 
drive out immediately. ‘““Routemen should sell, not 


wait’, company maintains. 
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SYRUP SAVINGS 


GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN 








A Savings You Get Every Day 
With the New White “Low-Bed” Models 

















a 
Profitable Salesman 








Here's the first factory-engineered PLUS These Other Important Advantages 


low-bed delivery truck—today’s way 
to achieve more deliveries ... lower 


cost per unit delivered. Low bed frame e Better maneuverability saves driving and 


is 12 inches lower than conventional parking time 

trucks ... cab saves steps, too. Less 

reaching and stretching, fewer steps. @ Maintenance Savings with power-lift cab 
Cuts minutes and dollars off delivery 

time and cost. e Low-level cab saves steps and cuts de- 


livery time 











THE WHITE MOTOR COMPANY © Cleveland 1, Ohio 





For more than 50 years the greatest name in trucks 
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(Continued from Page 4) 








Dr. Pepper with each carton purchased at the 
regular price. Newspaper, radio and_ point-of-sale 
are supporting the promotion. . . . Orange-Crush 
bottlers are going heavy on a new point-of-sale de- 
vice. It’s a colored metal door bar that’s designed to 
dress up store fronts, and of course, to remind 
consumers to purchase Orange-Crush just before 
entering. 

For the first time in many years, two big name 
franchise drinks have joined hands in an associated 
products advertising campaign. The drinks, Seven- 
Up and Canada Dry, have teamed up with Dole 
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Team-Up: Canada Dry and 7-Up have joined with 
Southern Comfort and Dole Pineapple Juice to promote 
“Old South Coolers”. 





Pineapple Juice and “Southern Comfort” to launch 
a summer drink promotion built around three “‘Old 
South Coolers”. “Life” magazine is among the 
media to be used. ... Dad’s Root Beer summer pro- 
motions include two hard-hitting 5c sales, and three 
self-liquidating premium campaigns which will be 
supported by co-op newspaper and spot radio adver- 
tising, plus point-of-sale displays. . . . Pepsi-Cola 
and Canada Dry have signed up with the City 
Meter-Ad Corp. for parking meter advertising in 
Philadelphia. 


Beverage Technologists Form Assn. 

Organization of a Soft Drink Technologists’ 
group was announced this month following the meet- 
ing of a score of the trade’s technical men on 
June 30 and July 1, in Washington, D. C. 

The group will be patterned somewhat after simi- 
lar organizations affiliated with other food indus- 
tries. It will gather periodically to consider technical 
problems of the industry, and to formulate recom- 


mendations to guide production men. 
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Dr. Pepper Bows 
In St. Louts Market 





MUTUAL CONGRATULATIONS 


Officials of the Dr. Pepper Company toast their pretty 
receptionis!, Barbara Gentry, who served as hostess ai 
the opening of the $300,000 bottling plant in St. Louis in 
April. Left to right are C. L. Callaway. vice-president of 
company-owned plants: J. C. Shelley, a director; Miss 
Gentry: Leonard M. Green, president: and Robert Cony- 
beare, assistant general sales manager. 





.. PEPPER arrived at St. Louis, Mo., in April 
and the result was a major civic and business event. 
The occasion was the opening of a modern $300,000 
bottling plant, the first company-operated bottling 
venture outside Texas. 

Dr. Pepper was officially welcomed to the cits 
by the St. Louis Junior Chamber of Commerce. 
This group of young business executives sponsored 
the opening night affair at the plant to which they 
invited key business and city officials. Among the 
hundreds who attended the party, on April 20, 
were the acting mayor of St. Louis, a leading offi- 
cial of the Senior Chamber of Commerce, the presi- 
dent of the Junior Chamber of Commerce and rep- 
resentatives of the press, radio, and television. 

The Monday night affair, followed by a full week 
of “open house” activities, also attracted top per- 
sonnel of the city’s commercial and industrial firms, 
chain stores, and other Dr. Pepper dealers. 

Leonard M. Green, Dr. Pepper president, and 
C. L. Callaway, vice-president in charge of com- 
pany plants, flew in from the company’s Dallas 
headquarters to acknowledge the city’s welcome. 

The Jaycees also held a special luncheon during 
the week honoring Dr. Pepper, with C. L. Calla- 
way, vice-president, as main speaker. Barbara 


Gentry, official receptionist at company headquar- 


(Continued on Page 22) 


To make your brand their first choice 
BOTTLERS JUICES 


USE EXCHANGE 


These quality citrus juice bases give your beverages 
the superior natural flavor and fragrance of fresh 


California oranges and lemons. 


That’s because Exchange Bottlers Orange and 
Lemon bases are made by the Sunkist Growers out of 
choice, juicy citrus fruit grown in the world-famous 
Sunkist groves of California. 






Sunkist Growers 


PRODUCTS DEPARTMENT * ONTARIO, CALIF 

400 West Madison Street, Chicago 6, Illinois 

99 Hudson Street, New York 13, N.Y 
318 Cadiz Street, Dallas 2, Texas 












Exchange beverage bases are prepared to the strict- 
est laboratory specifications. This combination of supe- 
rior fruit and exacting preparation gives you greater 
stability, increased uniformity, extended shelf-life and 


fresh, more natural fruit flavor. 


For full information about these popular, money- 


making bases, write any of the offices listed below: 


| wf ge 


BOTTLERS 
JUICES 

















PEPPER & SALT, TO SPICE A PROMOTION 

Here's the new 4-color Squirt Salt and Pepper Shaker Dis- 
play Card—just off the press, which offers the shakers 
free with the purchase of a case of 24 bottles of Squirt. 
In view of the continually high interest in Squirt salt and 
pepper shakers, this new 18%,” x 14” piece is expected 
to prove a very popular one. 


die 
HIRES BOOTH, POPULAR AT NATD CONVENTION 


Recently at the National Association of Tobacco Distribu- 
tors’ Convention, Atlantic City, N. J.. The Charles E. Hires 
Co. impressively told their aggressive 1953 merchandising 
plans and captured the interest of the Association's mem- 
bers with a fine advertising and equipment display. The 
Hires Snack Bar, a modern innovation in beverage mer- 
chandising that has been widely accepted by chain store 
managements and concessionaires, was the center of 
attraction. Shown at the extreme right and left of the 
photograph are C. D. Clarke, General Sales Manager of 
Hires National Accounts and Fountain Fixture Division. 
along with D. B. Logan, Sales Manager of Fountain activi- 
ties, welcoming Julian Lefkowitz and Bert Levy of the 
L. & L. Concession Company of Detroit. 





NO-CAL PARTY 
DOWN WITH 
FLABBY OVERST 


ITIM*TA® 


Te MG OFF ne 
AT OF THE Lang ff | 
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WON'T WIN ELECTION, BUT SURE GETS THE VOTE 


New York City models have organized their own political 
movement, the No-Cal Party, to replace “overstuffed poli- 
ticians” with trim officials. The party sponsors got the 
idea for their organization after reading the advertise- 
ments of NO-CAL, the non-caloric soft drink manufactured 
by Kirsch Beverages, Inc., of Brooklyn (or so we're told). 
Models. Justine Parker and Marilyn Wright display two 
of the banners to be used at a forthcoming nominating 
convention to select a New York City Mayoralty ticket 
in the November elections. 





DAUGHTER PICKS FATHER’S PRIZE 
Six-year-old Penny Winn of Springfield, Ohio, was just 
as surprised as her father when she drew his name out 
of a basket as winner of the door prize at the recent Dr. 
Pepper regional bottler meeting in Chicago. It was strictly 
on the up-and-up, though, Dr. Pepper president L. M. 
Green told the meeting as he presented Paul Winn with a 
Dr. Pepper vendor. The Chicago meeting was one of an 
annual series held this year. Meetings were also held in 
Birmingham, Washington, Kansas City, Dallas, and Los 
Angeles. High points included the presentation of awards 
to 72 Dr. Pepper bottlers with the greatest 1952 sales and 
production records. Over 800 members of the soft drink 
organization attended the meetings in the largest and 
“most enthusiastic’ turnout for the yearly events. 


STORE HOURS 


WEEKDAYS |. . “AM TO / PM 


Sindaye |: AM T 





FORM TO “7° PM 












it’s TO BE GOOD! 


17 WEAVENLY FLAVORS 


SIGN WITH A SERVICE 

Cott Beverage Corporation of New Haven is putting its 
new “Goodstix” transparent seif-sticking signs to fresh use 
with a retail store sign informing customers of store hours. 
As in all “Goodstix” point-of-purchase tools, the sign con- 
tains iis own adhesive (2 pressure-sensitive strips), goes 
up in a jiffy in store windows or on the inside of glass 
door panels. 
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Help Relax : x 
A Hurtied 
Tempo 


*Now, more than ever, the increased tensions of modern living 
may hasten fatigue for doctor, lawyer, merchant, chief; house- 
wife, nurse, and business girl. A prescription acceptable to all 
is a generous serving of complete relaxation, best encouraged 


by enjoyment of a sparkling, zestful soft drink. 


“Write for FREE Booklet, “Soft Drinks 
and the Balanced Diet” 





NEW YORK STATE BOTTLERS 
OF CARBONATED BEVERAGES, INC. 


NEW CO-OP CAMPAIGN ... 


This advertisement will appear once a month in the 
Albany, N. Y. Knickerbocker News for the next six months. 
The ad is being paid for by the bottlers in the city of 
Albany while the booklet is being {furnished by the State 
Associaticn. Cooperative advertising campaigns, on a 
local level, are becoming incrcasingly popular. 
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SHOW ACTIVITY 

Present at the Dad's Booth at the recent NAAPPB Show 
at the Sherman Hotel in Chicago are (left to right) Ben 
Weisbach, Assistant Sales Manager, Fountain Flavor 
Division; Isadore Berger, Chicago District Manager; Joha 
Friedlund (holding cup), National District Manager— 
Fountain Flavor Division; Richard Berns, Chicago Sales 
Manager; Joe Harris, Model Shows of Canada, Toronto; 
Walter Sola, Advertising Manager; G. E. Kopald, Aszist- 
ant Advertising Manager: Mrs. Roberi Burge, Sylvania, 
Ohio. 


=e : ‘ 
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CORONATION TIE IN 

“Trooping the Schweppes Colour’, a coronation tie-in 
last month was displayed in 150 store windows in the 
N. Y. Metropolitan area as an aid to sales and merchan- 
dising efforts for Schweppes Quinine Water. Formerly 
imported from Great Britain, the famous gin and tonic 
mix will be bottled and distributed in North and South 
America under a franchise arrangement concluded be- 
tween Schweppes Ltd. of London and Pepsi-Cola Com- 
pany. 





JT SERVED A STRICKEN COMMUNITY... 


Hard hit themselves by the disastrous tornado that struck 
their community in May, Waco, Texas bottlers went all 
out to aid in rescue and relief work, donating their 
trucks, personnel, and products. Above photo shows one 


6Uuuu u 


of several bottlers’ refreshment stands that served rescue 
workers. Loose framework and litter of compty bottles and 
cases are grim reminders of the battering this unit took- 
in a good cause. Other photos and story in last month's 
issue. 





American Pair: 


Baseball and Soft Drinks 








BIG RE WHY 






7 ues are few things more enjoyable and typically 
American than consuming a soft drink at a baseball 
game. Especially when the weather is good and hot, 
and the beverage is good and cold. 


ca’s favorite beverage while viewing the number one 4 Y % E oe 4 * 3 ’ ; 


What’s more, the combination of drinking Ameri- 


pastime is big business. While concessionaires are 


reluctant to release sales figures, it has been estim- L | F | } by U C a 4 


ated that several thousand cases of beverages can be 


sold on a “good” day in one of the large professional 






are increasing PROFIT 


ball parks. 
Statistically, in case you’re interested, this figures 





' i ighter 
eater Panevverability to get into tig 
poet Means greater safety —less room neede 


out to mean that (follow closely) the greatest con- for aisles—more space for storage. 


to Bottlers every day! 
sumption of soft drinks per minute per square foot l é ry ( ay i 
of territory is to be found at the large baseball 





stadia. 
More important to the bottler, of course, is the 
fact that America’s baseball stadia represent a big | 


market for soft drinks. And we’re not referring only a 
ba: ther alant-alee parks. Hyster is increasing profits for the bottling industry 





Matter of fact, it’s the smaller-size fields that in two ways: First, by working out the right case 1 
make up the bulk of the baseball market. There handling plan for individual plants—often result- 
are but 14 major league stadia, while there are ing in “clear profit” savings of as much as 2¢ a case 4 
hundreds of minor league ball parks. And _ total S d. b . : ‘ . ‘s 
tig econd, by making possible a more economical and ce 
seasonal attendance at minor league games, notwith- 7 : i ce 
a Al ee Me ow pik be tee | profitable operation of the palletized handlin Ls - : a 
standing the adverse effects of television, is far in t seoabitt Hyster Trucks are designed 
7m: ° ‘ Servicea » Kiyster Phe 
amg by . use of the right Hyster Lift Trucks! a ie ieaedeinn normal servicing are 
1ere ar i si * dily accessible through large openings. Un 
e eight basic reasons why Hyster Lift the UC30 and YC-40, for example, engine hood 
Trucks are noted for their economy and efficiency is hinged to permit full access to engine. 


of eperation in bottling plants. 


are ruggedly 





ks 
ality — Hyster Trecwishout the ne- 


—_ d to last @ long time A Hyster Truck 





constructe verhauling.- Lift 
Livelier Performance —all the h.p. you need to cessity of frequen’ feel for eae . yor all 
go anywhere...up any ramp. Pneumatic or ae agg ‘on “looks good’ —>™ 
cushion-tired wheels « give powerful traction. sie toay throug : 


Oversize brake holds truck in any position. 





At practically all stadia today, baseball fans receive 
their soft drinks in paper cups, whether the beverages 


are purchased from hawkers (above) or at refreshment 

tands. M tadi ] e loyi both sta- 

So ory hen vad ville Mellen age vo Be Sure to Call HYSTER Before You Buy ANY Lift Truck! 
RINE 


20 National Bottlers’ Gazette 














b4 excess of major league attendance. (Combined at- 
Progressive Bottle rs the Wo rld Over! tendance at minor and major league games approx- 
imate 40 million each season.) In addition, there 
‘ ' are thousands of school fields and sandlots which 
~ 5 | | ‘ : “e BR” | offer sales opportunities to bottlers, 
~~ , ' y | i : | At the big league ball parks, beverages are gen- 
erally sold through refreshment stands, vending 
machines, and hawkers-——generally all three. One 


j 

or more of the same three selling methods also are 
| employed at the smaller stadia, but with modifica- 
tions, of course. At sandlot contests and school 


games where attendance is small, say in the few 
hundreds, beverage sales may be handled through a 





cooler or a mobile refreshment stand. 































Smooth Riding — minimizes 
damage. Note load stabilizer. 


Greater Stability makes possible higher stacking Today, however, few soft drinks are sold directly 


eens Ginter” cases stored per square foot of in bottles at any-size ball park—because of the 


crown and bottle 


dangers that are present in the possible throwing of 


The HYSTER QN-20 (capacity 2000 Ibs.) 


Large pneumatic tires 
for smoothest riding of 
any lift truck! A de- 
pendable lift truck — 
now in use in every 
industry, in every cor- 
ner of the globe! 


bottles by excited fans. The fan generally receives 
his beverage in a paper cup, whether his purchase Is 
1 made from a hawker or refreshment stand. 

With this emphasis on serving soft drinks in 
harmless paper cups, it’s significant that many 


stadia, small and large, are‘showing increasing favor 





Many 4000-ib. pnevu- 
matic-tired Hyster Lift 
Trucks also are used in 
the bottling industry. 


to fountain dispensers, both stationary and portable. 
This is a trend that deserves the most careful 
examination of bottlers everywhere, since the same 


trend also is becoming increasingly evident at movie 






{ theatres and industrial locations. 

Easier Dri But that’s another article. We just want to wind 

conventionsl™, less perator fatj R Fr eae ' ai 

and off oe | type controls Driven -vith easy up here with the observation that where there’s a 
i Cc . . e ’ 

The HYSTER UC-30 (capacity 3000 Ibs.) quickly and safely, r can get on ball game in progress, there are lots of potential cus- 


tomers for your beverages. Are you selling them? 


and YC-40 (capacity 4000 Ibs.) 


Cushion tires and 
a powerful water- 
cooled engine. The 
smallest lift trucks 
in the world for 
their capacities!... 


Play ball! 


N.B.G. Founder Credited With Helping 
Form First National Trade Group 



















Highly manevuver- 
able in the tightest 
qvarters. 


A well-known Coca-Cola Company executive re- 
cently credited the late W. B. Keller, founder of 
National Bottlers’ Gazette, with helping to organ- 
ize the soft drink industry’s first national associa- 
tion. 

Writing on “The Past Fifty Years’ History of 
the Carbonated Beverage Industry’, in a recent 
issue of The Coca-Cola Bottler, Coke executive 





Your Hyster Dealer is a materials handling special- 
ist in the bottling industry. He can recommend the 
right Hyster Lift Truck for your operation. If you 
are not now using high-speed palletized handling 
by lift truck, he will be glad to make recommenda- 
tions on how to convert your plant (whether new 
or old) to “Operation Hyster”— and at lowest cost! 
For higher profit this year, call your Hyster Dealer, 
or write for Brochure 1265 to: 


HYSTER COMPANY 
2950 N. E. CLACKAMAS STREET.......... PORTLAND 8, OREGON 
1050 MYERS STREET... 27... c cece ee ceeeens DANVILLE, ILLINOIS 


Frampton King pointed out: 

“It was in April of 1882. that Mr. W. B. Kel- 
ler, editor of the newly: founded National Bottlers 
Gazette, suggested the need of an Industry Organ- 
ization. He proposed that there be an exhibition of 
bottling equipment and supplies in conjunction with 
a National Bottlers Convention to effect such an 
organization 

“As a result, an Executive Committee was 
formed, and in Turner Hall, Pittsburgh, on Novem- 
ber 15 and 16, 1882, the first National Bottlers Con- 


vention was held. 
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(Continued from Page 17) 
ters, was feted by the Jaycees during her stay in 
St. Louis. She was elected queen of the National 
Jaycees last year. 

The week-long opening began on Sunday, April 
19, with a dinner for some 100 employees and their 
families. 

Dealers were sent a one-page tabloid ‘“news- 
paper” inviting them to visit the plant and explain- 
ing its significance—a major step in Dr. Pepper’s 


expansion program for nation-wide distribution. 
A second tabloid was sent dealers pointing out the 
amount of public attention given the opening. 





POP’S PRIDE 

Patti Louise Moss, 2-year-old daughter of Dr. Pepper 
merchandiser Charles Moss, looks like she is about to 
be “carried away’— by enthusiasm and balloons—at an 
employees’ dinner, April 19, which kicked-off the week- 
long celebration for the opening of the plant. 





Six stories and pictures appeared in the city’s 


two daily newspapers; stories and pictures broke 






in the big community newspaper chain; and free 


In the land of the Aztecs, air time on eight of the most popular radio and 
a television shows was given Miss Gentry. 
it’s “Tome Coca-Cola. 


Bien helada” Boys Will Be Boys—So 
They Prefer Soft Drinks, Natch! 











—Which means, of course, ‘‘Drink Coca-Cola. Ice cold.” Boys like soft drinks better than any other bev- 
Id C Cola i hol f } t erage. At least this is so of 144 boys between 17 
»xiCO, as sho » world, Coca-Cola is wholesome refreshment... ; 
In Mexico, as throughout the , é and 19 years old whose food attitudes were tested 


welcome refreshment. It brings a touch of the U.S. A. to good neighbors everywhere, by Dr. Barbara M. Kennedy of the Department of 
Home Economics at the University of California at 
just as it brings a friendly moment to Americans Berkeley. 
This survey, conducted in cooperation with the 
who work refreshed and play refreshed right here at home. ee : 
nd 6 Research Division of the Quartermaster Food and 
Container Institute, studied the attitudes toward 


258 foods and typical menus. 


COPYRIGHT, THE COCA OLA COMPANY 
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ARIZONA 


Squirt Bottling Company, Tucson, 
was co-sponsor of the second annual 
Tucson City Junior Gold Tourna- 
ment, held last month. 


CALIFORNIA 


Appointment of Frank Butler as 
sales manager of The Coca-Cola Bot- 
tling Co. of San Francisco has been 
announced by George S. Cobb, San 
Francisco plant manager. Mr. Butler 
joined the Coca-Cola Bottling Co. in 
San Francisco as a route salesman 
following his discharge from. the 
Navy in 1945 and progressed through 
all phases of route sales management. 
In announcing Mr. Butler’s appoint- 
ment, Mr. Cobb called attention to 
the fact that advancement through 
the ranks is an established policy of 
the Coca-Cola Bottling Co. of Califor- 
nia... Marshall Ford, Sacramento 
advertising man, has acquired fran- 
chises for distribution of the Donald 
Duck line of soft drink flavors in Sac- 
ramento, Yolo, Placer, San Joaquin. 
and Stanislaus Counties. For the last 
18 months, Ford has been the owner 
of the Seven-Up Bottling Co. of Stock- 
ton. Ford’s advertising agency has 
been retained by Disney and General 
3everages to direct advertising and 


promotion activities for the soft 
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bottler 
briets 


drinks in 11 Western states, Hawaii, 
Alaska, and Mexico. 

Pepsi-Cola Bottling Co., Santa Ana, 
recently staged its 100-millionth bot- 
tle open house celebration. The plant 
was started in 1916 by W. O. Patter- 
son. Mr. Patterson retired in 1950, 
and his son, Larry Patterson, is now 
owner-manager. Having 31,250 square 
feet of floor space, the operation is 
eg lipped to produce 16,000 bottles of 
Pepsi each 8-hour day A series of 
personnel changes have been made at 
the San Jose plant of the Coca-Cola 
Sottling Co. R. J. Steacy, who has 
acted as manager for the past 15 
years, has been made vice-president 
and general manager, and Ralph Las- 
well has succeeded W. B. Terry as 
sales manager. Mr. Terry, and others 
of the San Jose staff, recently were 
transferred to Pennsylvania by the 
owners of the California plant. 

Belfast Beverages, Inc., San Fran- 
cisco, recently completed an addition 
to the plant on Pacific Ave., occupy- 
ing it in June. A Mojonnier Carbo 
Cooler has been installed in the branch 
plant in Oakland and the operation 
in Santa Clara is being improved by 
expanding the loading yard. Root 
Beer has become a very important 
item with Belfast and a new bottle 
has been brought out for this bever 
age, With an embossed foaming mug 


for a label. Ten new trucks have been 


Cool Deinks EXTRA-FAST 
Keep them EXTRA-COLD 





Handles All 


Standard Bottles 
6-0z. through 12-oz 


The COIN VENDOR with 
Stratified, Controlled Cold Air Flow 


Day in and day out, you can serve more drinks through the 
ATLAS VARIETEE Coin Vendor because 
capacity and an engineered cold air flow chill the drinks faster, 
making it possible for the Varietee to handle a greater volume 
of really cold drinks, even under the pressure of hot weather 
selling. The seven-channel vending rack design assures the 
customer of always getting the coldest bottle in the box. 

Construction is rust-proofed throughout, and the exterior 
Du Pont Hi-bake Enamel. A wide choice of 
colors is available. The vending rack holds 105 6-o0z. to 8-oz. 
bottles; pre-cool compartment approximately 60 of the same 
size bottles. Coin mechanisms and changers are available in 
many combinations which may be economically converted 
to other sales units in event of changing prices. 

Our twenty years of cooler and vendor manufacturing ex- 
perience assure you of a product in the Varietee that is engi- 
neered for long and economical service. Send the coupon 
below for complete information and prices now! 


CHOICE of Coin Mechanisms to Fit Your Market 


National Rejectors’ Electrically and Manually Operated 
coin mechanisms are available in eight combinations includ 
ing three changers and a wide range of odd penny sales units 


is finished in 


_ 






COIN MECHANISMS 
and CHANGERS 


in MANY 
COMBINATIONS 


Easily Converted to 
Meet Price Changes 


extra refrigeration 





Three simple 
delivery steps are 
illustrated above 
Customer moves 
selection from any 
one of seven vend 
ing channels, along 
end cross-channe!l 
to release gate 
which has been 
freed by operation 
of coin mechanism 


They offer a selection to fit any market. Changers and coin and out at single 


mechanisms are included in National’s nation-wide service 


program. 


| 


MAIL 
THIS 
COUPON 


NOW for 
Complete 
Information 
and Prices 





delivery port 


ATLAS METAL WORKS 


VENDOR DIV., P.O. BOX 5208, DALLAS, TEXAS 


Please send us complete information and prices of the Atlas 
Varietee Coin Vendor 


Name 
Firm 
Address 
NB 
City State July 
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It’s a FLAVOREX fact: 


The real thing 
Sells best! 








REAL fruit flavors for your brand— 


GAIN public demand and 
repeat profits. Give folks 
the real thing in your Black 
Cherry and Black Rasp- 
berry beverages. Made 
with FLAVOREX real 
fruit flavors, your drinks 
are better—much better. 


Way its made—makes it better 


Only the plump, finer 
fruits enter FLAVOREX 
*‘quality controlled”’ plant. 


Scientifically processed, 
FLAVOREX fruit flavors 
have all the coveted sweet 
freshness of the harvested 
fruit. Its the real thing for 
your trade. 

Taste-test it yourself. 
Write for generous samples 
of syrup—ready to bottle 
. .. or place trial order for 
Black Cherry and Black 
Raspberry. Stock crowns 
available. Prompt delivery. 


For the real thing in Loganberry, Blackberry, 
Strawberry and Fruit Punch, get it from— 


MAKERS OF FINE FRUIT JUICE FLAVORS 


302 S$. CENTRAL AVE 


BALTIMORE 2. AD. 








WASHINGTON STATE 7-UP BOTTLERS MEET... 


Officials of twelve Washington State and two Idaho 7-Up plants gathered recently in 
Spokane with officials of the parent Seven-Up Company to discuss sales and promo- 
tion plans. Seated (1. to r.): Lee Aughnay, Seattle; Art Rabe and Forrest Benshoof, 
Spokane; Art Snydal and Ben Wells, The Seven-Up Company, St. Louis, Mo.; Mrs. A. H. 
Ryan, Lewiston, Idaho; Harold Corwin, Vancouver: Bruce Dennis, Raymond, and 
Andy Asuja, Hoquiam. Standing: Jack Farrell, Waila Walla; John Christensen, Everett: 
Leo Nurmi, Yakima; Louis de Moise, Chehalis; Charles Walton, Bellingham; Gene 
Cunningham, 7-Up Co.; Norris Johnson, Wenatchee; A. H. Ryan, Lewiston, Idaho, and 


Ivor Smith, Port Angeles, Wash. 





added to the delivery fleet... . Stand- 
ard Beverages, Inc., Emeryville, 
headed by John R. Sousa, has installed 
a new Miller Kendall beverage mixer 
and a Western water treating system, 
and has purchased five new delivery 
trucks. 

The Nehi Bottling Co., Stockton, 
has installed a Western water treating 
system. ... The Dr. Pepper Bottling 
Co., 15 W. Market St., Salinas, will 





COTT IN WASHINGTON, D. C. 


Cott non-fattening beverages recently 
moved into Washington, D. C., with 
Bernard Schwartzman (seated left), of 
the Pepsi-Cola Bottling Co., appointed 
exclusive distributor. Seated at right 
is Henry Silver, president of the Cott 
Bottling Co. of Manchester, N. H. 
Standing are Philip Mappen, left, sales 
manager, and M. A. Raymond, right, 
vice-president of Dowd Redfield & 
Johnstone, Inc., ad agency for Cott non- 
fattening drinks. 





erect a plant at East Market and 
Front Sts. at an estimated cost of 
$02,000; 2.3.5.4 A fire early in May razed 
the plant of the Kist Bottling Co. at 
Merced, operated by Arthur Webber. 
Work was commenced at once on a 
new building and used equipment has 
been purchased to replace units de- 
stroyed by the fire... . The American 
Beverage Corp. has been incorporated 
at San Francisco with a capital stock 
of $200,000 to carry on the manu- 
facture, bottling and selling of car- 
bonated beverages. Incorporators are 
James F. Coonan, William M. Roth 
and Spencer L. Grant. ... Gunnar C. 
Tornberg has announced that he is no 
longer doing business in San Francisco 
as the Consumers and North Star 
Bottling Works, but that he is operat- 
ing at 3337 26th St. as the Consumers 


Distributing Co. 


CONNECTICUT 

Pepsi-Cola Bottling Co. of New 
Haven has been acquired by Sid Glich- 
enhouse and associates. Mr. Glichen- 
house formerly was a Pepsi-Cola dis- 
tributor in Brooklyn, N. Y., and had 
been president of the N. Y. Pepsi-Cola 
Distributors Association for the past 
several years. Chris Buckley, former 
owner of the New Haven Pepsi plant, 
has severed his connections with the 


beverage industry. 
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FLORIDA 

Coca-Cola Bottling Company, Pa- 
latka, recently installed new Miller 
Hydro production equipment, includ- 
ing a 150 bpm bottle washer, a full 
bottle inspection light, and automatic 
. O-So-Bev- 
erage Company, Palatka, recently put 


case and carton packer... 


a Girton washer into operation. 


IDAHO 
Seven-Up Bottling Company, Boise, 
recently installed a 15 hp Kewanee 


steam boiler. 


ILLINOIS 

A Miller Hydro case and carton 
packer recently was put into opera- 
tion by the Coca-Cola Bottling Co., 
Harrisburg. 


KANSAS 


Seven-Up Bottling Co., Independ- 


ence, has added a FulFlo COs: filter 


and electric COe heater to production 


equipment. 


MARYLAND 


Coca-Cola Bottling Company, Eas- 
ton, has completed the installation of 
a new Miller Hydro automatic case 


and carton packe} 


MASSACHUSETTS 
Plant of the Hires Bottling Co., 


Springfield, was damaged by a recent 





‘ 


-NESBITT’S SALES MEETING IN KANSAS CITY 
Nesbitt’s 1953 advertising and promotional 





SIGNING UP... 

Another bottler is added to the Dad's 
Root Beer family as Emil Stange signs 
a Dad's franchise for the Springfield, 
Missouri area. Pictured with Mr. Stange 
is L. W. Stremke, National Divisional 
Manager for the Dad's parent company. 
The Springfield plant already has 
launched a thorough program of sam- 
pling, identification and general adver- 
tising. 





fire. Firm is owned by Frank, Wil- 
liam and John Tranghese Seven- 
Up Bottling Company, Fairhaven, has 
National Radiator Com- 


Pequot Bev- 


installed a 
pany oil-fired boile) 
erage Company, Attleboro, operated 
by Joseph Nerney, recently added a 


Miller Hydro automatic case and car 


ton packer. 


MICHIGAN 

Nehi Beverage Company, Lansing 
is now in its twenty-fifth vear as a 
Nehi_ bottler. 
Nehi flavors in 1928. In 1934 the com 


plete line of Par-T-Pak flavors was 


Firm started bottling 





program was recently unveiled to a 


gathering of Nesbitt's mid-western bottlers in Kansas City, Mo. Nesbitt’s District 
Supervisor, Earl Castle (standing 2nd row, extreme left), arranged the meeting, and 
the discussion was led by Nesbitt’s Vice President. John T. Hunsaker (standing 2nd 


row, extreme right). 
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Referring to the Lewis-Shepard 
SpaceMaster Model ‘’J’’ Fork Truck, 
Mr. R. Ingouf, Gen. Mgr. of the 7-Up 
Bottling Co. of Memphis says, ““We can 
now store 50°; more merchandise in 
40°; less floor space with the Model ‘J’. 
Moreover, our experience has prompted 
the purchase of this same truck by other 
Maher 7-Up plants in the middle west.” 
Here are some of the features that 
sold 7-Up on the battery powered Model 
“J: maneuverability, compactness of 
design, no clutch, no carbon-monoxide 
fumes, automatic electrically-controlled 
braking, and moderate speed ... par- 
ticularly desirable when handling glass. 


“Now Store 50% More Goods 
in 40% Less Space’... 





And, the Model “J” sells for 14 the 
cost of conventional electric fork trucks. 
The low price is the result of unique 
Lewis-Shepard designing. Quality com- 
ponents are combined with volume man- 
ufacturing to produce a rugged electric 
fork truck, demanding less space and 
lower in price than any other. 

This truck is but one from the broad. 
est line of materials handling trucks in 
the nation. Whatever your particular 
need, compare Lewis-Shepard Trucks 
before you buy. There’s an L-S Represen- 
tative near you... See “Trucks, In- 
dustrial” in the Yellow Pages of your 
telephone book. 


Write for the complete 7-Up story on the unique Model “J”... and 
other case histories covering a wide variety of industries. Also request 
“Electric Truck Comparison Charts”... 





The MASTER" Linc Please send 


Name 
Company 


Street 





City 


LEWIS-SHEPARD 


229-7 Walnut, Watertown 72, Mass. 


® Electric Fork Truck Comparison Charts 


® Proof Folders showing L-S Trucks at work 


. make your unbiased comparison. 





State 
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added, and in 1936 the firm started 


bottling Royal Crown Cola and Upper 


10, both of which have had a consist- 


ent increase in sales each year since. 


MISSISSIPPI 

Its 50th anniversary recently was 
celebrated by the Jackson Coca-Cola 
Sottling Company. The plant was 
started in 1903 by Mr. and Mrs. P. L. 
Forden. Their total personnel force 
at that time was one helper. But under 
the direction of Mr. Borden, who died 


in 1947, the plant steadily progressed, 
and today operates 60 trucks and has 
118 employees. The firm today is 
headed by Dr. C. R. Bowman, presi- 
dent and general manager. 
MISSOURI 


Seven-Up Bottling Co. of St. Louis 
recently observed its 25th anniver- 


sary. Ed Taylor is president of the 
firm... KE. F. Oakes of the Butler 
Coca-Cola Bottling Company, Butler, 
has added B-1 to his line. 





Take steps NOW 


to add new sales appeal 
to your products with.... 


PEACOCK BRAND 





GEORGIA, ALABAMA 7-UPPERS GET SALES POINTERS 

A recent Seven-Up sales meeting at Macon, Ga., is pictured here. Joseph O'Connell, 
Sales Manager for the parent Seven-Up Company, is shown making an illustrated 
talk on “Performance.” His listeners included 78 representatives from Seven-Up 
developments in Macon, Albany. Fitzgerald, Columbus, and Savannah, Ga., and 
Montgomery and Opelika, Ala. The meeting was one of nine group sales meetings 
recently completed by Seven-Up in the southeast. 





MONTANA 


Contracts have been awarded for 


the erection of an addition to the plant 
of the Coca-Cola Bottling Co., Billings, 
with much of the added space to be 


occupied by offices and storage rooms. 


NEBRASKA 

An Evis water conditioner has been 
put into operation by Seven-Up Bot- 
tling Company, Gering. 


NEVADA 

New production equipment recently 
was installed by the Las Vegas Seven- 
Up Bottling Co. It consists of a 
Meyer Dumore washer, a Meyer Syn- 
Cro-Mix 24-spout filler, Mojonnier 
Carbo-Cooler, a Miller Hydro au- 
tomatic caser, and an Evans water 
heater and circulator. A Yale fork 
lift truck for materials handling has 
also been put into operation. The plant 
botfles and distributes Seven-Up and 





BUILD DISTRIBUTION FAST 


A. C. Teague Sr. and A. C. Teague Jr., 
owners of Teague Double-Cola Bottling 


Vegas Vic flavors The bottling 
firm of L. H. Murdock & Company, 
Ely, has commenced the production of 
Hires Root Beer. 


NEW YORK 
Pepsi - Cola Bottling 
Schenectady, has added a Miller Hydro 


automatic case and carton packer to 


Company, 


its line . Opening of a new Cott 
bottling operation in the Bronx was 
announced recently by John J. Cott, 
vice president and general manager 
of the Cott Beverage Corp. of New 
Haven. This is the 11th plant to be 
put into operation by the fast grow- 
ing Cott organization since the war. 
The 27-year-old Cott Beverage Cor- 
poration is said to be the largest in- 
dependently-owned bottling company 
in the country. 


OHIO 
Seven-Up Bottling Company, 
Youngstown, has installed a CO: filter. 
Coca-Cola -Bottling Company, 
Lima, recently added new equipment 
including a Miller Hydro automatic 
case and carton packer . . . Jefferson- 
ville Bottling Co., Jeffersonville, has 


installed a Girton bottle washer. 


OREGON 

Anthony Starvaggi, of the Vaggi 
Deverage Company, Portland, has 
been granted a franchise for B-1 
Lemon-Lime and B-1 sparkling water. 





CERTIFIED FOOD COLORS 


MANUFACTURED AND DISTRIBUTED BY WM. J. STANGE CO, 
CHICAGO 12, ILLINOIS OAKLAND 21, CALIFORNIA 


IN CANADA: STANGE-PEMBERTON LTD., NEW TORONTO, ONT. 


Company, Eclectic, Alabama, started 
bottling Double-Cola two months ago. 
Today, they have 95°’ distribution in 
their territory. 


Production and distribution of these 
products is already underway ... A 


special department for serving homes 
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with frozen food has been installed F. G. Blake recently announced the 
by the Scherner Bros. Bottling Co., purchase of the Coca-Cola Bottling 
Roseburg .. . The Seven-Up Bottling Co. at La Grange from Henry W. 
Co., Eugene, has added an Evans so- Mayer. The Blakes already hold Coca- 
lution heater. Cola franchises in Milan, Robertson 


ate al and Madison counties. Gene Blake will 
PENNSYLVANIA 

A Potter & Rayfield water treating 
unit recently was installed by the 


manage the La Grange plant . . . Coca- 
Cola Bottling Company, San Angelo, 
; , : has acquired a Kist products fran- 
Coca-Cola Bottling Company, Hazel- chise for seven West Texas counties. 
ton. i : 
The company, according to newspaper 
SOUTH CAROLINA 
Al Pugh has assumed the manager- 
ship of the Marion Pepsi-Cola Bot- 
tling Company replacing Vernon Wal- 


reports, has expended approximately 
$20,000 for new bottles and equip- 
ment required to produce the Kist 
line. 


lace, who has become associated with 
VIRGINIA 

pany ... Royal Crown Bottling Com- A B-1 Lemon-Lime franchise has 
pany, Charleston, has installed a new 
Potter & Rayfield water treating unit. 


Florence Pepsi-Cola Bottling Com- 


been issued to Henry G. Booth, of the 
TruAde Bottling Company, Danville. 
Initial production and sales have be- 
TENNESSEE een 

New Potter & Rayfield water treat- 
ing units were recently installed by 
WASHINGTON 

The Western Bottling Co., Spokane, 
has commenced the bottling of Canada 


Seven-Up Bottling Company, Cleve- 
land, and Hartman Beverages Co., 


Knoxville. 
Dry beverages, formerly distributed 


TEXAS 


Coca-Cola Bottling Company, La- 


in this territory from a distance 


An open house was recently held by 


redo, which recently acquired a Ma- the Coca-Cola Bottling Co., Inc., Spo- 
son’s Root Beer franchise, succeeded kane. The plant was occupied by the 
in placing that product in 95°; of its firm late in January and cost about 


outlets in just a few days, it has been $250,000. Operating 12 trucks and 


reported by Sam Johnson, president employing 32 persons, it is managed 


of the company ... Gene Blake and by Harold T. Raymond. 
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SIGN CONSCIOUS 


Dad’s Root Beer bottler in 
Peoria, Ill., apparently is 
convinced that signs build 
sales. Plant has_ placed 
hundreds of permanent 
pieces of point-of-sale ma- 
terial in and around Peoria. 
Four samples are shown 
at right. 
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WEST VIRGINIA 

Seven-Up Bottling Company, Fair- 
mont, has added the following equip- 
ment: 30” Infileo sand and carbon 
units; Fulflo water polisher; 300 gal- 
lon stainless steel syrup tank, side 
agitator, lid Coca-Cola Bottling 
Company, Clarksburg, has installed 
a new Miller Hydro automatic case 
and carton packer . Pepsi-Cola bot- 


tling companies of Beckley and Prince- 


ton recently started production and 
distribution of B-1. 


WASHINGTON, D. C. 
Mt. Vernon Bottling Co.,  Ine., 
Washington, has installed a Girton 


washer. 


WISCONSIN 

Thorp Bottling Works, Thorp, has 
added a Girton bottle washer to plant 
equipment. 
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Low-Priced 
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PRACTICAL Bottling Appliances 
by Focdler 








. . Long-Lasting 


Fowler products for bottlers are famous for their simple, practical 


design and outstanding durability. With Fowler appliances you 


pay for no unnecessary frills; you get complete operating value for 


every penny invested, FOWLER is FIRST for ECONOMY! 




























@ CASE PRINTING MACHINE 


One operator can handle 2,000 to 
4,000 cases per day. Takes full or 
half-depth cases or both. Rugged. 
Hand or motor operation. 


CASE PAINTING MACHINE 


Cases move on conveyor to auto- 
matic spray gun. Uniform coat 
assured on all sides. Automatic 
start and cutoff saves paint 
Quickly pays for itself. 


Other Fowler Products 


Empty Gas Drum Signal 
Cooler Paint Remover 
Crown Hopper Control 
Syrup Pump 
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Bung Puller 





Bottlers 
Appliance 


Co., Inc. 


675 Pulaski St. 
Athens, Ga. 











Sell The Non-Drinkers! 


by ANDREW J. DOSSETT 
Coca-Cola Bottling Co., Los Angeles, Calif 


schedule recognizes the need for more our products in 1953 than in any 





advertising and more aggressive mer- previous year. Now it is time for us 


chandising. More effort and money _ to give serious thought to how we are 
















«++ @ miracle of magnesium 
two-thirds lighter than steel! Cuts 


costs... reduces fatigue... carries 





more goods! Your answer to faster, 


easier 2-wheel trucking at lower cost! 


No Other Hand Truck Offers So Many Advantages! 


magnesium Light! 


As light as 11 Ibs.—Magliner hand trucks 
are easily lifted by a child. Try this with 
your present equipment, and compare! 


magnesium Strong! 


Certified strength. 
Capacity-rated to 
handle loads of 450 
Ibs.—and more! 


* 

5 Case Capacity! 
25% ypreater-than- 
average carrying 
capacity. Five cases 
handled securely- 
with ease! 
Engineered 
weight distri- 
bution 





ALL PARTS REPLACEABLE! 


No weld failures! No costly 
repairs! No truck scrapping! 





MAGLINE INC. 
P.O. Box 361 
Pinconning, Michigan. 


Please mail descriptive bulletin HT-101. 


Please have your representative arrange a trial demonstra- 





tion. 
Name 
Company Write For 
Descriptive Bulletin 
Address HT-101 Today! 
City Zone State 
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S vey bottler with a new price will be expended to get drinkers of 





More hard-hitting selling 
and advertising is 
needed to induce pres- 
ent non-drinkers to try, 
and continue to buy, 
carbonated beverages, 
the author maintains. 
Two suggestions: extend 
sampling promotions, 
build distribution. 





to look to 
where we expect to get more drinkers. 


going to spend our money 


Usually the first thing I see is the 
most Obvious. Those peopl who are 
buying soft drinks may not be buying 
mine! 

Well, I can try still harder to pirate 
your customers and you can try stall 
harder to pirate mine! We have a 
State (California) per capita con- 
sumption ranking 40th in the nation, 
yet we try to shaayhai a drinker 
of another product while the majority 
of people in our territory are not 
drinking anything at all except coffee 
and milk and tea and juices (fruit 
and veygetable end synthetic) and 
beer. Here we are swapping custem- 
ers when the vast majority of ople 
in our territory are NOT buying any 
of our products—not only that, but 
they are raising families to not buy 
any of our products. 

There are two ways to go 

One—yget the other yguv's cooler 


his . : ' , rT 7 
space—-his Carton dispiay space—-cut 


his price—-advertise, “My product has 


no suyvar added it's not carbon- 
ated’ —“‘it's cheaper” “it’s bigyver”’ 


“there's more of it’. Do this success- 
fully and you may get a few more of 
the people who are now buying othe 
soft drinks to buy your drink, and 
all of us will alip still lower in. per 
capita consumption because all of 
those non-drinkerzs (of soft drinks 
that is) are raising families to drink 
coffee and milk and tea and juices 
(fruit and vegetable and synthetic 
and beer. 

No, that is not the way to spend 
our extra advertising dollars and our 
extra merchandising efforts. 


We must se!] more dealers cartons 





and the idea of larger beverage de- 
partments. There are thousands of 
dealers who could sell a lot of cartons 
Who have never offered a carton for 
1 
i 


sale. We must sell more dealers cool- 


ers, and revive their interest in on- 
premise cold bottle sales—which have 
always been important to our business 
Today the trend in markets is defin- 


itely away from cold bottle sales 


Let’s Build Acceptance 


Our advertising must be designed 
to build up the acceptance of soft 
drinks, showing that they belong at 

healthful for 


children, refreshing to the worker, 


home, that they are 


Smart tc serve for afternoons and 
evening; that our products are pure, 
Wholesome, easy to serve, inviting and 
acceptable, 

You know that there are organized 
yroups working hard and continuous- 


{ reducts ‘ 


' 
iV {0 Cast 4&4 stigma on our f{ 


that there are many who will not drink 
vour product or mine because they 
F ' 


have heer tald that tnev are 


that they are fatteniag 


that they contain no nourisnment 
but even se are tuo fibiny that thes 
are carbonated and that’s bad—that 


they contain suyvar and that’s worse 
that the pleasure derived from. the 
product is sot worth the trouble of 
returnlag the ootthe. 

We have the respons: 
investments, white we nave yreat ob- 
stacles to cvercome and great oppor- 
tunities. 

Let’s advertise the many values of 
and uses for soft drinks. Let’s ex- 
pand the market and then work to get 


our share of that expanded market 
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Vital Anti-Propaganda Argument: 


Sugar Consumers Have 
Longer Life Expectancy 


oe SIGNIFICANT fact which emerges as a solid 
argument against anti-sugar and anti-soft drink 
propagandists is disclosed in a study recently com- 
pleted by B. W. Dyer & Co., sugar economists and 
brokers of N. Y. C. This is it: 

A greater life expectancy is generally found 
in countries where consumption of sugar and 
products containing sugar is high. 

While this may be attributed to a higher standard 
of living and other factors, it seems to favor includ- 
ing sugar in the regular menu. 

Countries with relatively high annual per capita 
sugar consumption (those over 65 pounds in 1948) 
included Australia, New Zealand, Sweden, U. 8S. A., 
Union of South Africa, United Kingdom, Denmark, 
Switzerland and Netherlands. The average life 
expectancy for this group was 62 years. 

The average life expectancy dropped to 54 years 


SUGAR CONSUMPTION 
AND LIFE EXPECTANCY 


Averages — by Sugar Consuming Groups 


Life 
1948 Per Capita Expectancy 
Sugar (Males 
Consumption At Birth) 
Lbs. Refined Years 
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HAVE YOU HEARD ABOUT BOND'S 
* TAILOR-MADE SERVICE? 


The big job of Bond Crown repre- behind Bond are all the resources of 


sentatives is not only to sell closures. Continental Can Company. 


It is to see that our service fits in the 


; . The important thing, however, is the 
right places...to hand-tailor it to | 5 

_?o a way we fit our services to the oper- 
meet individual requirements. . 
ation of each customer. We have yet 


Our people have plenty to work with to find two crown-users with exactly 


—the m< é ing facilities to pro- 
the manufacturing facilitic pl the same problems. 


duce a reliable supply of precision- 
made crowns, well-organized delivery May we talk to you soon about Bond 
service, a sizable research laboratory, ‘Tailor-Made Servicer Our “fitter” 


an experienced engineering staff. And will come any time you say. 










1 AND CORK co. 


RON ——._ 
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** Bottled soft drinks ...food for thirst.” 


WHEN A ‘CLIPPER’ WAS THE SWIFTEST SHIP AFLOAT... 


Tue clipper ship Lightning was still 
the fastest ship to ever sail the seas 
when we were making our earliest 
beverage bottles in 1873. 

We appreciate the confidence 
America’s bottlers have placed in 
us by their fine patronage amount- 





ing to billions of bottles during the 
past eighty years. 

We aim to continue to merit this 
confidence and to keep ahead of the 
parade through constant research and 
continuous improvement of bever- 


age bottle quality. 


Take advantage of our 80 years’ 
experience to give your product the 
fine selling package it deserves .. . 
a sparkling Duraglas Package. No 
one else can offer you the results of 
such long and broad beverage bottle 
manufacturing “know-how.” 


2as BEVERAGE BOTTLES 
Look better-Last longer 


OWENS-ILLINOIS GLASS COMPANY @ TOLEDO 1, OHIO @ BRANCHES IN PRINCIPAL CITIES 
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in the group of countries with per capita consump- 
tion of 30-65 pounds. Countries included in this 
group were Belgium, Norway, Finland, Czecho- 
slovakia, France, Poland and Panama. 

The group of countries where sugar consumption 
was less than 30 pounds per capita had an average 
life expectancy of only about 48 years, and included 
Hungary, Egypt, Austria, Italy, Soviet Russia, 
Greece and Spain. 

In making the study, B. W. Dyer & Company 
used 1948 estimates of per capita refined sugar 
consumption, which were the latest published by 
the U. S. Department of Agriculture. For many 
countries, the latest life expectancy data published 
by the United Nations were for earlier periods, 
but in order to keep them comparable somewhat 
similar years were used for all countries wherever 


possible. 


Soft Drinks Not Harmful To Teeth, 
New Evidence Shows 


The A.B.C.B. this month is presenting new evi- 
dences to dental groups that soft drink consump- 
tion does not contribute to dental caries. 


In a full-page advertisement currently appearing 
in the Journals of the Georgia Dental Association 
and the Massachusetts Dental Society, A.B.C.B. 
emphasizes that a decalcifying concentration of 
acid does not persist in the saliva of humans after 
drinking acidulated beverages. 


Included in the ad are two tables, one comparing 
the acidity of the saliva at various intervals after 
drinking soft drinks, orange juice, grape juice and 
tomato juice. This table shows that after partaking 
of any of these items, saliva never reaches the level 
of acidity usually considered as sufficient to decal- 
cify dental enamel. 

The second table compares the acid concentra- 
tion in fruit juices and in soft drinks. This table 
shows that the concentration of acid in soft drinks 
varies from .02 for cream soda to .13 for lemon 
soda, while fruit juice acid concentrations range 
from .40 for tomato juice to 6.90 for lime. 


Soft Drink Sales Rising 
Faster Than Other Beverages 


Bottled soft drink volume in 1952 showed an 
estimated 16°; increase over 1951, a larger per- 
centage rise than for other beverages, recently- 
compiled figures show. 

Milk, coffee and beer showed a 1°; increase in 
1952 over 1951; tea and distilled spirits sales showed 
no change; fruit and vegetable juice volume showed 


a 9°; decrease, while wine sales increased by 130. 
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by MARTIN W. SCHAUL., 
Industrial Psychologist, 
National Foremen’s Institute. 


ABOUT THE AUTHOR 


In his work for National Foremen’s 
Institute, Mr. Schaul visits about 100 
plants a -year to discuss problems of 
supervision, productivity and morale 
with executives, foremen. and em- 
ployees. He has been with the organi- 
zation for the past six years, prior 
to which he was Chief of Training, 
Corps of Engineers, War Department 
North Atlantic Division. He was. for- 
merly Senior Employment Counselor, 
War Manpower Commission. In asso- 
ciation with Columbia University 
where he obtained his Ph.D., Mr. Schaul 

actively engaged in research in 
human relations, with particular reter- 
ence to supervisory behavior 

National Foremen's 
oldest and largest organization in the 
United States which specializes in train 
ing and development programs for fore 
men and supervisors. Over 55,000 com- 


Institute is the 


panies in 32 industries use its services 
and materials, not only for training but 
also to solve employee _ relations 
problems 


A Seven-Point Guide To 





Better Foreman Training 


F onemen training helps to solve 
many problems, as more and more 
companies are discovering. A properly 
planned, well conducted program pays 
many dividends in terms of more effec- 
tive supervision, closer cost control, 
better human relations, and improved 
morale. It vitalizes communications, 
both upward and downward, and welds 
the “front line of management” into 
the “executive team.” 

Knowing what makes a foreman tick 
is the secret to understanding how to 
help him do a better job. Analyzing 
his background and capabilities spells 
out the basic approach to his proper 
training. Once this is established, it 
will be easier for management to take 
him into its confidence, encourage his 
participation in affairs of production, 
and groom him for a more important 
role in the company’s operation. 

Here are seven guideposts which 
lead to effective foreman training, and 
which should be considered in making 
up a program: 


1. Have 
training. 

2. Fit the course to the trainee. 

3. Relate the program to company 
and industry. 


concrete objectives in 


4. Make participation significant. 


















WRITE, WIRE 
OR PHONE 
TODAY! 


DAD'S 
ROOT BEER CO. 


2800 W. Talman Ave. 
Chicage 18, IN. 
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5. Integrate the program with ad- 
vancement and promotion. 

6. Capitalize on social values. 

7. Follow through after training. 


Let us consider the first of these 
guideposts: 


Have Concrete Objectives In 
Training 

Your training program will accom- 
plish more if its goals are clearly 
defined. Management must decide in 
advance what it wants to accomplish 
through its training program. One 
can hardly launch a haphazard pro- 
gram and expect it to obtain results. 

The following points should be in- 
cluded in your objectives in foreman 
training: 


Give him a better grasp of his 
duties, including cost controls. 
Enlarge his knowledge of mate- 
rials and equipment. 

Aid him in improving his em- 
ployee relationships. 

Familiarize him with the latest 
company policies and plans. 
Dramatize the relationship be- 
tween his department and the 
company. 

Advise him on employee training. 








Unscrambling Table 
Carton Packing Machines 


Standard Beverage Mixer 
Water Conditioning Unit 





WRITE NOW 
FOR DETAILS 














P & R Bottling Equipment 


Rugged . . . Economical . . . Reasonably Priced 


Deluxe Water Cooling Unit 
Standard Water Cooling Unit 


High Speed Beverage Mixer 


@ Stainless Stee! Tanks 
EACH PRODUCT IS BACKED BY 26 YEARS' 
EXPERIENCE IN SERVING BOTTLERS 


POTTER & RAYFIELD, Inc. 


P.O. BOX 1042, ATLANTA |, GA. 


@ Soaker Loader 

@ Conveyor Inspection Light 
@ Manual Inspection Light 
@ Activated Carbon Purifier 
@ Sand Filter 

Syrup Cooler 

Salvage Pump 
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you ever tasted... it’s the favorite treat 


for the girls, too...” 
Check Squirt sales... and you will switch to Squirt too. 


Fit the Course to the Trainee 


This is the key requirement. Evalu- 
ating the background and capabilities 
of your foremen will help you beam 
your program for best results. Fitting 
the course to the trainee will save the 
foreman’s time and the company’s 
money. A simple rule to follow is to 
know the program and know the fore- 
man. 

In his “What Price Supervision,” 
R. D. Bundy analyzed the educational 
attainments of 4,030 foremen in 150 
industries. The author found that: 


One-third of the foremen did not 
go beyond eighth grade. 

Another 30 per cent did not finish 
high school. 

Ten per cent had some college 
education. 

Seven per cent were college grad- 


uates. 


It stands to reason that if your 
foremen possess a limited education, 
then simple words and plenty of illus- 
trations in your program are a “must.” 
On the other hand it is advisable not 
to overlook the intelligence level of 
the more educated group in catering 
to the intellects of the lowest group. 
Active participation by the college 


“| SWITCHED TO 
QGUIRT . 


Says Bill Thiemann, 
Peoria, Illinois 





Because .. .“Squirt 
mixed with ice cream 
makes the slickest drink 


Write for Franchise Information 


THE SQUIRT COMPANY 


202 South Hamilton Drive, Beverly Hills, California | 


Pye f .) MPAN 












people will stimulate the program. 
Their questions and suggestions will 
prove helpful. 


Relate the Program to the Company 
and the Industry 

Keeping the foreman informed of 
the reasons for a company’s plans and 
actions is important. The more a fore- 
man knows about his company, the 
more he can accomplish in the work 
schedule. A person’s ability to devote 
his best effort to a job is often de- 
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pendent on a good understanding of 
his task. 

Management may find it necessary 
to spend money for improvements or 
production changes in several depart- 
ments and seem to neglect others. The 
reasons for this decision should be 
explained to your supervisory people 
in order to permit them to understand 
the problems facing management and 
the aims of its policies. It will pay 
dividends in harmony and _ coopera- 
tion. Another way of relating your 


RED DIAMOND 


EXTRACTS 


..- let them help build 
your profits! 


A full line, plus 
special formulas for 


your every flavoring need 


NY Tale Miele leh Me colm@m Zelitie] ol Mi ig-t-Ml olele) dS ITS ale] 


helpful facts, formulas, tables, etc., plus 


full descriptive list and prices on 


Red Diamond flavors. Samples on request. 


THE TM RCRUR ED) CARBONIC CORPORATION 
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training to the company and industry 
is to encourage foremen to increase 
their knowledge of the company’s role 
in business. 

Frequent talks by management on 
company plans and projects is an effec- 
tive means of “laying the cards on 
the table” and insuring that your men 
will be kept informed. Communicating 
with your supervisory people should 
be kept constant and can be developed 


in several ways: 


1. Have department heads, such as 
purchasing director, plant man- 
ager, and controller keep a 
steady flow of information com- 
ing from management. 

2. Obtain the reactions of foremen 
before major plans are finally 
molded. 

3. Make sure special articles in 
trade magazines are pinpointed 
and marked to their attention. 


Make Participation Significant 

Active participation is the most 
practical way for a foreman to learn, 
and when things are discussed openly 
they are more easily understood. Par- 
ticipation in management conferences 
and planning sessions will be success- 
ful to the extent that each member of 
the group participates. Certain fore- 
men who hesitate to express them- 
selves should be encouraged. 

It is usually a good idea to find out 
who is contributing to conferences and 
who isn’t. Generally speaking, only a 
handful in an audience will participate 
in discussions. By placing an observer 
in the back of meeting rooms it will 
be possible to find out the shy or 
reticent ones and to direct an occa- 
sional question to them. 

Some foremen will get the wrong 
impression from the word “training” 
and it is often advisable to avoid its 
continuous use. Foremen, like other 
people, resent being told in detail how 
to do their jobs. A common remark is 
“Who does he think he is to tell me 
how to do my job.” Win them over! 
Train them in terms of improving the 
company’s operation by their own self 
improvement. Foremen are more likely 
to arrive at conclusions of their own 
through active participation, and have 
less of the feeling they are acting 


under orders. 








Find out what makes a foreman tick. 


Participation heightens the fore- 
man’s awareness of “belonging” and 
makes him really feel he is a part of 
management. Encouraging attendance 
at planning sessions, conferences and 
other gatherings is a sure-fire way of 
obtaining interest in company affairs. 
Management gains in many ways when 
these sessions are held, typical exam- 


ples being: 


First hand reports on shop con- 
ditions. 

Suggested changes in the union 
contract. 

Savings obtained in plant opera- 
tion. 

Better handling of absenteeism 
and lateness. 

Improved cooperation between de- 


partments. 


One of the best reasons for prob- 
lem-solving sessions is that they bring 
together management and the fore- 
man, and give them a chance to think 
together about common _ problems. 
Management gains added stature in 
the foremen’s eyes when they see their 
own problems being viewed objectively 
and openly. Gatherings of this type do 
much to cement relations between top 
management and the supervisors. 

It is natural for a foreman to feel 
he should take part in deciding mat- 
ters which affect his department. He 
should always be consulted in matters 
concerning personnel, before not 
after management takes any ac- 
tion. This includes discipline, person- 
nel ratings, transfers, promotions and 
training. Management will find that 
cooperating with foremen develops 
teamwork which pays off at the pro- 
duction line. 
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Integrate the Program With 
Advancement and Promotion 


Self improvement is the largest sin- 


gle factor in the foreman’s view of 


his own status with the company. 
There are variations and exceptions 
to this, but it will be hard to find an 
individual who doesn’t think of his job 
in terms of his own security and well 
being. Design your training program, 
therefore, so it will prepare the fore- 
man for a better job when he is ready 
for it. 

There are many ways to prepare 
a foreman for advancement. One of the 
best is education. Courses may be 
offered which will fill in the gaps in 
his general education; other instruc- 
tion can be arranged on technical sub- 
jects, such as time-and-motion study, 
methods analysis, and production plan- 
ning. 

It is management’s responsibility 
to show its foremen that performance 
is the key to advancement. There are 
dangers in painting too rosy a picture, 
especially if the possibilities are 
limited. But management should spell 
out the opportunities and should em- 
phasize its policy of promoting from 
within, whenever possible. 

Some managers rule out this avenue 
by asking, ‘“‘How can you advance a 
foreman? Every job above him is held 
by a graduate engineer.” 

People who hold such attitudes 
usually overlook the fact that several 
gradations of foremen are possible in 
the average plant. Bill Jones and Ed 
Smith may both have the title of fore- 


man, but Bill may be a veritable “small 





The more a foreman knows about his 
company, the more he can accomplish. 
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businessman” running his department 
virtually on his own, while Ed is a 
little more than a monitor. If Ed is 
working his way up to be a true super- 
visor like Bill, it is easy to see how 
each rung on the ladder can be treated 
as a promotion—recognizing it as such 
and adjusting compensation accord- 
ingly. 

Even two steps are better than none, 
as was brought out in our recent 
Pilot Survey of Foremen’s Salaries. 
Based on returns to 10,000 qeustion- 
naires, this study divided foremen into 
Class I and Class II. In the manufac- 
turing field, this report reveals, the 
typical Class I foreman usually has 
years of experience and works under 
the direction of the plant superin- 
tendent or general foreman. He may 
supervise workers on more than one 
shift or in more than one area of 
the plant. He determines procedures 
of work and devises manufacturing 
processes and toolings: is responsible 
for maintenance and repair of equip- 
ment, and may be authorized to pur- 
chase equipment, material and sup- 
plies. Such a foreman may employ, 
train and discharge workers, as well 
as assign duties, and may initiate rate 
changes, employee transfers and disci- 
plinary action. He may also keep time, 
production and other clerical records, 
including those dealing with per- 
sonnel. 

The Class II foreman, in contrast, 
ordinarily supervises men on one shift 
and in one work area, and the work 
supervised is not of as complicated a 
nature as that directed by Class I. 
It is usually repetitive in process. He 
assigns work in line with field work 
schedules, and when he trains new 
workers he commonly uses a training 
outline prepared by others. He requisi- 
tions supplies and materials in accord- 
ance with specifications set up by 
others, and refers matters of promo- 
tion, leaves of absence and discipline, 
with recommendations, to his superior. 
As the survey report points out, “The 
Class II foreman usually has fewer 
years of experience than Foreman 
Class I, but may be in training for a 
Class I job.” 

All of which raises the question, 
“Other employees have a formal sal- 
ary Classification schedule with steps 


and salary increases—so employees 
can earn more as they become more 
valuable. Why not foremen?” 
Why not 


indeed ? 


Capitalize On Social Values 

A spirit of kinship with other fore- 
men in a plant is well worth develop- 
ing. Many plants have foremen’s clubs, 
which hold social gatherings, recrea- 
tional meetings, sponsor plant tours 
and even bring the wives together for 
anoccasional bridge or tea. It is difficult 
for a foreman in one department to 
stay at odds with another, once they 


GLENSHAW 





become good friends. The bowling 
party one week away may avert a real 
emergency the next. 

The plant which fosters friendly 
relations among its supervisory people 
has a decided edge over the one where 
foremen hardly know each other's 
names. Fellowship at the foreman level 
means better teamwork throughout 
the organization. 


Follow-Through After Training 

Many training programs fail be- 
cause they are just a “package” of so 
many lessons. When the course is over, 





management sits back and feels it has 
done a good job. But this is self-de- 
lusion: a good training program never 
ends it is a continuous affair. No 
company in existence has ever solved 
all its problems—and new ones come 
up every day. The formal training pro- 
gram may last so many 
months, but its benefits should carry 


weeks or 


over. 

Planning the follow-through is as 
important as planning the program. 
Wherever discussions lead to adoption 
of new methods and techniques, steps 
should be taken to make sure they are 
placed in effect. For example, the 
supervisors might agree to combat 
absenteeism through personal inter- 
views with employees as they return 
to duty. The decision remains in the 
realm of good intentions unless pro- 
vision is also made for filing daily re- 
ports. Forms have to be prepared for 
the purpose, and a means established 
for recording the data. More important 
still, the supervisors’ interest in the 
project must be kept alive. 

One company bridged the gap be- 
tween training periods by setting up 
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Make participation significant. 


“task force” committees. Every fore- 
man in the plant served on at least 
one committee, and each of the latter 
was assigned a particular job and 
asked to report back later to the entire 
foreman body. One such committee, 


for example, was charged with polic- 


ing new regulations regarding waste 
disposal. They saw to it that new cans 


were stationed in accordance with the 


plan worked out in the foreman con- 
ference, and that both use and service 
of the containers complied with the 
rules. When a hitch developed in the 
plan for emptying and removing the 
contents, the task group devised a new 
procedure which filled the bill. 





Se JZ rruits... FRUITS... 
) FRUITS!... 


... are still the favorite throughout the 
country. And Nifty is still the favorite 





fruit line for bottlers. 
Write for information! 





Use Berghausen’s 


Check lists of various types are use- 
ful in following up. It is easier to 
check off a number of questions or to 
fill in required data, than it is to draft 
a report. The preparation of such lists 
makes a good committee assignment. 
Their use insures that “good ideas” 
developed during the training period 
will become part of the plant routine. 


Conclusion 

These ‘seven guideposts” are useful 
only to the degree that they are in- 
cluded in a formal program. Training 
without a plan will yield indifferent 
results. It is another case of “Plan 
your work —and work your plan.” 
Companies which apply that philos- 
training will be 


ophy to foreman 


gratified with the results. 


Mike DiMuccio 


Mike DiMuccio, founder and owner 


of the Hanford Bottling Works, Han- 
ford, Calif., died in Italy, April 15. 
He and his wife had flown there to 
visit relatives and he passed away 
shortly after reaching the homeland. 





R. H. Briggs 

Robert H. Briggs, 55, manager of 
the chemical sales division of Chas. 
Pfizer & Co., died June 2. 

A widely known figure in the chem- 
ical industry, Mr. Briggs joined Pfizer 
in 1943 as a chemical sales represen- 
tative in the firm’s New York office. 
Previous to his recent appointment as 
its manager, Mr. Briggs held a num- 
ber of executive positions in the Pfizer 
chemical sales division. 


Milton L. Huber 


Milton L. Huber, manager of the 
Research & Statistics Department of 
B. W. Dyer & Company, Sugar Econ- 
omists & Brokers of N. Y. C., died 
of a heart ailment on June 6. 

Mr. Huber was well known in sugar 
circles, and, although he was only 37 
years old at the time of his death, 
was considered one of the outstanding 
economists in that commodity. Dur- 
ing World War II, he headed the 
Sugar Branch in the Department of 
Commerce. 
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‘Best Polished Water 








select the 


| Wifty BLACK CHERRY 


4 oz. 

i The fruity flavor comes from using 
! choice fresh berries and other natural 
y favors. No artificial flavor or coloring. 
L 


4 oz. 
! Fresh ripened berries make this flavor 
4 as tangy and popular as the fresh fruit 
| itself. No artificial flavor or coloring. 
3 Tremendous appeal! 


| Hefty PINEAPPLE 


1-16 
A fruit-ripened luscious pineapple flavor 
containing natural fruit juices. Enhanced 
with natural and artificial flavor and 


' 
v 
' 
t 
a 
H 
s color. Contains B.S. 


Bottled as Nifty — or Under Your Own Name 
CROWNS AND ADVERTISING STRIPS AVAILABLE 


SALIENT rFriavorinc corP. 


45 Suffolk Street, New York 2, N. Y. 


i Wifty BLACK RASPBERRY 





CARAMEL COLORING 
It’s Safe 


CARAMELS FOR ALL PURPOSES 


Colas - Root Beer + Other Beverages 
€& 








| 
| 


The F BERGHAUSEN CHEMICAL». 


4558. Wi. MTT GRELL &9e. 


| CINCINNATI 32 ¢ OHIO 





Filpaco 


Improved taste and appear- 
ance of your beverage 
means increased sales! 


Capacity for water at 25 
Ibs. pressure is more than 
300 gal. for the first hour. 
Uses inexpensive filter pa- 
per or cloth. 


Other “Filpaco" Products for 
the Beverage Piant: Filter 
Presses, Stainless Steel Tanks, 
Transfer Pumps, Conveyors, 
Portable Agitators, Filter Pa- 


per, Filter Cloth. Write Today For Details! 


We will be pleased to discuss your Filtration Supply 
and Equipment Problems, without ebligation. 






























































| 7 FILPACO INDUSTRIES 
| The FILTER PAPER CO. 


| x Chicago 16, Ill. 
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Want a simple record on your desk this 
summer to show your operating picture 
at a glance? This “Business Analyzer” 


will do it... 


£4 irnovcn the bottler knows that automatic con- 
trols on his mechanical equipment increase operating 
still 
using obsolete methods of controlling business opera- 


efficiency and reduce 


tions. 


rately in his office, but usually he has no means of 
analyzing the figures quickly, no control that will 


give an accurate and fast review of business opera- 


operational costs, he is 


tions from month to month. 


The bottler must keep a sharp watch on his busi- 
ness figures because they record operating efficiency, 


which, from now on, must be stepped up to assure 


business 


maximum profits. 


economical 


trouble-shooters that are so helpful in detecting the 


needs an accurate, 


analy zer comparable to 


operational efficiency of mechanical apparatus 


Chart Your 


Basic Information 


He may record business performance accu- 


speedy, 


the 


To fill this need, we offer this simple record that 


makes business analy 


sis easy 


and comprehensive 


Knowing last month’s costs and comparing them 


with other periods is one phase of business analysis, 


but not quite enough, as many seem to think. You 


must review your business as a going concern, not 


month-to-month projec 


- 


a 


The Business Analyzer shown here provides this 
service effectively, economically and quickly. By 
means of this numerical graph, all elements that 
influence profit and loss are charted so that the 
bottler has a moving picture of the business as a 
continuous operating unit, not an unrelated and 


plecemeal review. 


The purpose of the 


3usiness Analyzer is to show 


you what your figures and ratios to sales are month- 


to-month and to graph their trends for the prior 12 


months so that you can visualize operating move- 


ment in one continuous flow as it 


is affected by the 


change from a seller’s to a buyer’s market. This 


transition can play 


unless you can keep an 


not 


objective 
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havoc 


achievable 


with your’ business, 


eve on operating trends, an 


unless vou have some 


For the busy executive:— 


How To Keep Tabs On 
How Youre Doing... 
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Section 2 











1953 Sales Labor Materials Plant 
Month Current 12 mo. Current 12 mo. Per cent Current 12 mo. Per cent Current 12 mo. 
ending month to date month to date of sales month to date of sales month to date 
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meticulous precision. The Business Analyzer show- 
ing totals taken from the books each month is the 
trouble-shooter for this job. 

Bottlers who analyze their business figures 
monthly, and they are far too few, usually compare 
each account with the same account on the prior 
statement or they go back to the same month in a 
prior year to make the comparison. Those who do not 
compare profit and loss statements monthly either 
check the current month’s results against the prior 
statements, which may have been prepared months 
before, or they pass up the monthly check-over and 
compare one statement with the next regardless of 
the period intervening. Often it is one year. The 
bottler who follows this method cannot test his 
business efficiency any more than he can test the 
pressure in a line without a pressure gauge. 

The bottler who checks one month's figures with 
the figures of a prior month or the same month 
in prior years gets a piecemeal picture that pre- 
vents him from taking a long-term objective of his 
operations. By using the cumulative figures on a 
Business Analyzer he considers the totals on labor, 
materials, plant overhead, selling expense, delivery 
expense, commercial overhead and net profit for 
the prior 12 months and gets a more reliable picture 
because the figures are built up in the same way. 
They are up to date and yearly averages, which 
eliminates extreme fluctuations in any one month. 
Then too, the 
month’s statement with the figures on a prior profit 


bottler who compares a current 


and loss statement is usually out of focus with 


reality because his experience figures are too old. 
For example, say that the bottler checks his August 
1952 figures with the figures on his 1951 state- 
ment covering the entire year. These figures repre- 
sent operations going back to January 1951, about 
20 months prior to August 1952. In the interim, 
much has happened. Operating costs and ratios have 
changed substantially. The 1951 figures are too old 
to serve as dependable yardsticks against which 


to check the results of operations in 1952. 


How To Use It 


With a market apparently in the process of full 
development, many things will happen in the com- 
ing 20 months, so that the figures on a profit and 
loss statement prepared this month will not be de- 
pendable experience figures to use as comparative 
vardsticks up to the end of 1954. 

A separate column for selling expense and de- 
livery expense gives the bottler an opportunity to 
watch this expense carefully. Selling expense may 
increase in a buyer’s market, hence, the bottler 
should keep it in sharp focus at all times. The 
Business Analyzer highlights this important infor- 
mation and keeps the trend of selling expense in 
the spotlight all the time. 

The only bookkeeping work needed with this busi- 
ness tester is the posting of the books at the end 
of the month and the tabulation of a trial balance, 
so that the bottler is sure the debit and credit ac- 
counts balance. This work should be done anyhow, 


so the Business Analyzer does not increase book- 


work. From the books at the end of each month, the 
bottler can enter the accounts in the columns shown 
on this form. 

The Business Analyzer does not take the place 
of the monthly profit and loss statement because it 
doesn’t supply the breakdown on the overhead ac- 
counts, but it does provide a long-term objective on 
trends, which is not. available by means of profit 
and loss statements. Consequently, even if the bot- 
tler does receive a statement regularly, he should 
also use a Business Analyzer. Those bottlers who 
do not prepare statements monthly or quarterly 
will find the Business Analyzer a good substitute. 

In some cases, the cumulative figures on this 
form will give a more accurate figure on overhead 
expense than the figures on a profit and loss state- 
ment. This is because many expenses that should 
be prorated, such as insurance, depreciation, mort- 
gage interest, property taxes, etc., are charged up 
in the month they are paid, which distorts profits 
and ratios for the period. Good accounting demands 
that such expenses be allocated evenly over the year, 
1/12 Business 


Analyzer, this is done automatically. 


chargeable each month. On a 

Because overhead expense is not likely to drop as 
fast as prices in a buyer’s market, the bottler must 
watch the overhead ratio to sales, not just the 
monthly ratio, but the over-all trend from month 
to month, to make sure that it is not getting out 
of bounds, that the average for the prior 12 months 
is in safe ratio to sales and leaves the desired 
profit. The bottler who can keep his burden in- 
creasing in ratio to sales, or who can decrease it 
somewhat, is in a good position to weather a 
buver’s market and come through with a _ satis- 
factory net profit. The Business Analyzer will flash 
the red light immediately if the ratios get out of 
line. Remember that successful business operation 
is largely a matter of ratios. Dollar results are 
important, but ratios are the yardsticks that meas- 
ure results. 

Inflation, deflation, the shifting of supply and 
demand one way or the other, keener competition, 
new labor contracts, changes in prices and deposits, 
basic economic factors such as these throw prior 
costs out of line with current costs, and this fast 
change of pace must be recorded by an adequate 
control that is flexible, accurate and easy to under- 
stand like the indicating meter on a testing instru- 
ment or gauge, calibrated for easy reading. 

This form saves time in the analysis of business 
figures, it keeps the bottler informed anent his 
managerial efficiency, it tells him when his selling 
expenses and other overhead expense is getting out 
of line, without requiring him to pore over many 
different statements and accounts covering differ- 
ent periods in order to determine what his business 
is doing and how the current results compare with 


prior periods. 
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What A Co-Op 
Ad Drive Did for 


Connecticut Bottlers 


st GROUP of Connecticut bottlers recently 
conducted a cooperative advertising drive cover- 
ing a 13-week period. How the program was 
arranged and what it accomplished is reported 
herewith by S. Thomas Leone, of the National 
Advertising Denartment of the “Hartford 
Courant”, who supervised arrangements. Mr. 
Leone, in this article, also presents for the bene- 
fit of all bottlers, some practical suggestions on 
how to prepare and conduct a successful co- 


operative advertising campaign tn any market. 


7 ue first cooperative advertising campaign for 
the Connecticut carbonated beverage industry made 
its appearance in the Hartford Courant, a morning 
daily in Hartford, Connecticut, with a circulation 
of over 80,000. It was a 13-time campaign running 
2 column by &” ads on the women’s page every Tues- 
day for 13 consecutive weeks beginning November 
1952 and running through early February of °53. 
Twenty-one Connecticut bottlers who were both 
members and non-members of the Connecticut Car- 


bonated Beverage Bottlers Association were re 


the whole HAPPY NEW YEAR! 


ARO 9 e090 1 
ENJOYS SODA 


Make carbonated beverages part of HAVE PLENTY of SODA 
every happy occasion. Keep an ample To RING in the New Year! 


stock always on hand. It’s refreshing, 





ai - 4 Start the New Year right... with plent 
Invigorating and good for you and the of good wholesome carbonated beverages 
children. on hand. Soda is good for you . . . good 


for the childrens 


Bottled Soft Drinks... Food for Thirst | Bottled Soft Drinks... Food for Thirst 





WELP US KEEP THE COST DOWN ||| HELP US KEEP THE COST DOWN 
RETURN EMPTY BOTTLES ||| RETURN EMPTY BOTTLES 


CONNECTICUT CARBONATED BEVERAGE BOTTLERS CONNECTICUT CARBONATED BEVERAGE BOTTLERS 




















Two of the ads used by Connecticut bettlers to pro 
mote increased consumption of soft drinks, and halit 
a bottle shortage. Campaign accomplished both ob- 
jectives, and because stock A.B.C.B. ads were used, 
cost to participating bottlers was minimal—about $2.75 
per ad per bottler. 
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You can 


teel why 


this crown 





cuts down skips 


Armstrong’s Hi-Speed Crowns 






Run your thumb across the underside of an Armstrong Crown, Notice 
there's no rough burr—no sharp edge. This smooth underside reduces 
friction in chutes, minimizes skips and hang-ups on your lines. This 
burr-free underside also means less scratching of crown decorations, 


less dust, and a cleaner bottling operation. 


“Hi-Speed” Crowns guarantee the utmost in flavor protection for 
your beverages, too. Their liners are carefully made of select quality 


cork. And a special lacquer coating guards against rust stains. 


Try Armstrongs “Hi-Speed” Crowns next time you order. Test 
them on your own lines. Youll find their smooth performance can 
actually help you bottle more cases per day. For details, call your 
nearest Armstrong office or write Armstrong Cork Company, Glass 


and Closure Division. 5507 Coral Street. Lancaster. Pennsylvania. 







Western Representative: 
John Mulhern Co.. 

San Francisco 24, 

Los Anyeles 23, Seattle 9 
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cruited by the newspaper to support the cost of 
the campaign. i 

The Connecticut Carbonated Beverage Bottlers 
Association selected the theme of their campaign to 
be BOTTLED SOFT DRINKS; FOOD FOR 
THIRST and KEEP THE COST OF SODA DOWN ; 
RETURN THE EMPTIES. Since the services of an 
advertising agency were not employed, our news- 
paper’s copy and layout department took over the- 
production, layout and copywriting for the entire 
campaign. . - 

We knew from the start a great deal of the suc- 
cess of this cooperative idea was dependent on the 
low cost which we charged each bottler; therefore 
production costs had to be cut to zero. Art work 
and engraving had to be eliminated, otherwise the 
expense would cut into the size of the ads. This was 
accomplished by utilizing materials offered by the 
American Bottlers of Carbonated Beverages and 
the mat services available at the Hartford Courant. 
Although the flexibility of our newspaper mat serv- 
ices was stretched to the limit for a 13-week cam- 
paign, it was worth the added effort because over 
$250 was saved in artwork and engravings. This 
meant larger, more effective bottler ads. Another 
step taken to ensure the maximum space for illus- 
trations and copy was to dispense with the list of 
participating bottlers’ names in the ads. 

A campaign similar to the one being described 
was attempted by the bottlers’ organization the pre- 
vious year and only eight bottlers participated in 
paying for two column by 10” ads. The weak bottler 
cooperation was due largely to the high cost to each 
bottler (approximately $7.00 for each ad). This 
first attempt taught us that a low cost per ad was 
a must. With our new approach, the cost was cut 
in half but even at that rate we later found that 
cost again posed an obstacle for the complete co- 
operation of bottlers. 

Previous experience in cooperative advertising 
gave us an insight as to what should be expected 
during the process of selling the idea to bottlers. 


Ilere are a few of the problems: 
5 Big Problems Involved 


1. Would all bottlers agree to pay an equal share 
in the cooperative campaign? Or would small 
independent bottlers insist that the large bot- 
tlers pay a greater percentage of cost since 
they derive more benefit by covering a greater 
territory, sell to chain stores and_ super- 


markets, and other such selling advantages? 


bho 


Would bottlers insist that they share the cost 
of the ads in proportion to newspaper circu- 
lation in their sales territories? If this proved 
to be the consensus of bottlers’ wishes, the 
time required te gather facts, make computa- 
tions, and contact all bottlers would run into 


weeks and possibly months. 
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3. Would bottlers refuse to cooperate unless all 
other bottlers shared the bill, too? 

4. Would bottlers insist their names be included 
in the ads? 


Since the return of empty bottles was included 


ol 


in the campaign, would those bottlers not 
affected by 


operate ? 


bottle shortages refuse to co- 


Some of these problems may have appeared trivial 
when you consider the cost to each bottler for the 
entire 13 week campaign was only about $35.00, but 

_over 60 telephone calls to bottlers convinced me the 
$35.00 seemed like a half-million dollar advertising 
budget to some bottlers—especially if his competitor 

was not picking up the check, too. 


How the Problems Were Answered 


The problems were dealt with as they arose—and 
they did arise. National bottlers and other large 
independent bottlers were billed an added share for 
each bottling plant they operated in the newspaper 
circulation area; that is, each plant was billed as 
a separate bottler. This eliminated the necessity 
of billing in proportion to newspaper circulation, 
and partly solved any opinion that large bottlers 
should pay a greater share. 

Bottlers were told that the cooperative campaign 
was possible at such a low cost only through com- 
plete cooperation of a certain number of bottlers. 
A refusal would tend to put more of a burden on 
other bottlers and eventually raise the cost of the 
campaign out of the reach of small companies. 

Those bottlers requiring their names listed in the 
ads were informed that if all bottlers’ names were 
listed, it would be at the sacrifice of valuable space 
being used for their selling message. 

If a bottler refused because he was not affected 
by the bottle shortage, he was told that the primary 
purpose of the campaign was to sell the carbonated 
beverage industry and the bottle shortage was 
secondary. 

The cooperative campaign and the idea took about 
three weeks of telephone calls to sell to 21 out of 
60 bottlers. Much of the time was consumed by three 
and four call-backs, for various reasons. Following 
the appearance of the first two ads in the news- 
paper, a letter was sent out regarding the con- 
telephone conversation and 


firmation of the a 


description of advertising space and billing. A num- 
ber of bottlers wrote back denying they agreed to 


participate in the campaign and they had to be 
resold. 

After the first monthly billing went out, more 
letters came in. Some refused to pay, others wanted 
cancellations and again a reselling job had to be 
done. During this process of selling and reselling, 
three bottlers dropped out, leaving a total of 18 
bottlers participating—still at a cost of less than 
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Catch that lady shopper's eye with the 
sharp printing and trim, attractive 
appearance of your product packaged ina 
MORRIS Carrier! And you'll like those 
extra trips that MORRIS Carriers take 
because of their extra strong construction 
and special, rigid, moisture-proof board. 
Put a MORRIS ‘‘silent salesman" to 

work for you, at point-of-sale, 

where it really counts! 


MORRIS PAPER MILLS 
135 $. LaSalle St., Chicago 3, Ill. 


HORRIS CARRIES 
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“Our Dodge trucks have 





always been low on maintenance’ 


. says Frank Cox, Sales Supervisor, Royal Crown Cola, New Rochelle, N. Y. 








New features of Dodge “Job-Rated” Trucks 
earn higher profits for bottlers 


3 BRAND-NEW ENGINES 


Three new engines, plus boosted horsepower 
in other Dodge engines, give a total of 7 
husky power plants with 100 to 171 h.p. 
Advanced dual-primary-type brakes in 1- 
through 4-ton models for smooth, sure 
stops and greater load protection. 


NO-SHIFT TRANSMISSION 
Truck-o-matic, with gyrol Fluid Drive 
available in !4- and *4-ton trucks. Dodge- 
Tint glass available in all models to cut sun 
glare and give cooler cabs in summer. New 
styling inside and out. Get more truck for 
your money. See your Dodge dealer. 
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**Pallet loading is rough treatment for any truck. 
Our Dodges have the ‘beef’ in them to stand up 
under this kind of pounding. A .bottler cannot 
make much money if his trucks are tied up in the 
repair shop and our Dodges have always been 
low on maintenance. 
‘Another important truck factor for the bottling 
business is maneuverability. Our Dodge ‘-Job- 
Rated’ trucks can get into corners of the ware- 
house that are impossible for other makes. This 
also means more loading speed and .. . in the end 
. . better profits. Dodge builds a fine truck for 
beverage deliveries.”’ 


Save money every mile with 


Job-Rated TRUCKS 











$2.75 per ad. By all standards the campaign was a 
vratifying success despite the headaches. 

H. Buckley and C. F. Schirmer, president and 
secretary respectively of the Connecticut Carbonated 
Beverage Bottlers Association, both pronounced the 
campaign a success and wanted a repeat in 1953. 
C. F. Schirmer added that in the newspaper cir- 
culation area the bottle shortage was cleared up, 
whereas outside the circulation area bottle shortages 
still existed. 


Some Practical “How To’’ Recommendations 


Much was learned through the bottlers’ coopera- 
tive campaign to simplity future attempts at the 
same type of program. Outlined below are the steps 
I believe to be most helpful to a successful coopera- 
tive advertising campaign under conditions de- 
scribed in this article. 


1. Choose the advertising media giving the 
greatest coverage to the majority of the bot- 
tlers’ sales territories. By doing this you are 
including more bottlers to share the cost of 


the campaign. 


be 


Introduce the cooperative advertising idea via 
your bottlers’ organization and vote on the 
following: 

a) Should we run a cooperative advertising 
campaign? 

b) Should each bottler share cost according 
to geographical sales territories, number 
of retail outlets, number of bottling plants, 
or should everyone share costs equally ? 

¢) Should the bottler’s cost be based on the 
proportion of newspaper circulation in his 


sules area? 


Should an advertising agency be employed ? 
e) Should the advertising medium handle the 
entire campaign ¢ 
f) Should billing be handled through adver- 
tising medium or through the bottlers’ 
organization ? 
3. Advertise with consistent frequency over a 


long enough period for effectiveness. 


Soft Drink "Break" Periods Help 
Curb-On-the-Job Accidents 


With on-the-job accidents resulting in one fatality 
and 120 injuries every 35 minutes, according to 
National Safety Council records, the fact that soft 
drinks can aid safety programs seems deserving 
of further study, the American Bottler of Car- 
bonated Beverages recently reported. The report 
Was made in connection with an announcement by 
ABCB that it has available two pamphlets which 
are particularly applicable to the accident-preven- 
tion problem. 

One is “Health and Liquids,” which discusses 


the relationship between good health and an ade- 
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quate liquid intake. The other, “Fatigue versus 
Efficiency,”’ points up studies of industrial efficiency 
which prove that the nature and severity of fatigue 
may be modified by rest periods, working techniques 
and habits, food and liquids. 

Both pamphlets may be secured by writing to 
the American Bottlers of Carbonated Beverages 
at 1128 Sixteenth Street, N.W., Washington, D. C. 

In 1952, National Safety Council figures show, 
15,000 persons were killed in occupational accidents 
and approximately 2,000,000 were injured. The cost 
of occupational accidents is approximately $900,- 
000,000 in wage losses, $200,000,000 in medical 
expenses and $250,000,000 overhead cost of han- 
dling the insurance. The cost of damage to equip- 
ment and materials, production delays and time 
lost by other workers who stop working or slow 
down at the time of the accident is roughly $1,300,- 
000,000. 


Okay Soft Drink Sales 
In California Barber Shops 


4 


A bill permitting the sale of carbonated bever- 
ages in barber shops has been passed by the Cali- 
fornia Senate and approved by the Assembly Public 
Health Committee. This measure has been spon- 
sored by the California and Nevada Manufacturers 


of Carbonated Beverages. 


Bottle Return Drive Underway 
By California-Nevada Bofttlers 

The California and Nevada Manufacturers of 
Carbonated Beverages is carrying on an _ active 
campaign for the return of empties, and is em- 
phasizing in many ways the importance of this 
to the retailer, as well as to the bottler. 

Last year a souvenir bottle was presented to a 
convention of grocers held at Santa Cruz, Cali- 
fornia, and in May of this year a similar project 
was carried out in connection with the annual con- 
vention of the Western States Chain Grocers Asso- 
. ciation held in Sun Valley, Idaho. 

Replicas of the old wire-stopper Hutchison bottle 
were made, with an inscription reading: “Since 
the days of old this is one of the first returnable 
soft drink bottles. It brought customers back to 
grocers 75 years ago—deposit bottles bring today’s 
customers back to you by the millions.” 

There was likewise a tag fastened to the neck 
of each bottle with copy reading: ‘‘You have a 
valuable replica of one of the first soft drink bot- 
tles. It was opened by striking the wire loop a sharp 
blow with the palm of the hand. The resultant 
explosion contributed the slang word ‘Pop’ to our 
language. 

“This year customers will buy an estimated one 
and a half billion dollars in soft drinks. When they 
bring the bottles back they will spend approxi- 


mately two billion dollars in related merchandise.” 
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now distributed 


* 
Join the profit parade! Year after year by leading 


Mason’s Root Beer sales keep climbing bringing added 


bottlers from 


profits to every Mason’s bottler. Distinctive, foam-topped 
goodness—and such unique, extensive merchandising coast to coast 
support as the Mason’s Advertising Truck which takes 
over the task of placing metal signs in your territory —are 
helping make Mason’s the No. | favorite in city after city. 


It will be your favorite, too, once you see how fast it sells! 


Write, wire or call for complete franchise details 


MASON & MASON, INC., 213 N. DESPLAINES ST., CHICAGO, ILL. 
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offer longer, 





faster runs* 


...less stops on 





your bottling line 





... More cases produced 








... more dependable sealing 





CCS Crowns are the finest we have 
ever made. Try them... you'll find 
that day in and day out they will give 


you longer, faster runs. 


It is significant that again in 1952, as in 
every previous year, more CCS Crowns 
were used than any other kind. We 


invite you to compare their performance 





on your own bottling line. Crown Cork & 
Seal Company, Baltimore 3, Md. Originators 


and World’s Largest Makers of Crown Corks. 


* Recent tests show that CCS Crowns rank first in sealing 


efficiency and all-around performance on the bottling line. 








Safety Study Shows: 





Most Plant Accidents Not 
Serious —But Too Frequent 


Fad SURVEY of the 1952 accident record of a large 
bottling company shows that frequency of accident 
is the real hazard of plant operation, rather than 
extent or size of accident. 

The study also reveals that increased frequency 
of small accidents is taking a heavy toll in man 
hours and increasing the cost of doing business. 
It is also this increase in frequency that is boosting 
insurance rates for bottlers in many areas. 

The survey was broken down into two major 
classifications; within plant occurrences which in- 
clude production, handling of product, etc., and 
outside the plant occurrences which cover the 
work done by sales and service personnel and their 
use of mobile equipment. 

Where are the accidents taking place? On the 
inside of the plant, it was learned that bruises and 
cuts from handling bottles and cases accounted for 
better than 25° of all accidents. While these are 
normally classified as minor accidents, their con- 
stant recurrence places them at the top of the list 
in the cost column and they represent a constant 
threat of becoming a more serious major accident. 
Second in frequency on the within-plant record was 
injury from lifting, suggesting that employees 
either do not know the proper technique of lifting 
or do not observe the rules. Third on the list was 
injury from falls, with handling of machinery next. 

There are three important suggestions that will 
help greatly in reducing within-plant accidents. 
One, make sure that all tools and equipment are 
in good working condition. Two, properly train 
workers to use all of the tools and equipment at 
their disposal and, three, maintain constant super- 


vision. 


Outside Accidents 


Outside the plant the big headache for plant 
owners and their sales people is accidents result- 
ing from the operation of route trucks. Heading the 
list of accidents was “faulty backing’ with a 
frequency percentage of 40%. Other causes of 
truck and auto accidents were, in order: “following 
” “improper parking,” and “poor judgment 
in passing objects and other vehicles.” One encour- 


too close, 


aging note from the report was the relatively low 
number of accidents resulting from speeding. 

The most careful and observant driver today is 
faced with tremendous odds and certainly there 
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Outside the bottling plant, mishaps resulting from opera- 
tion of trucks head the bottlers’ accident list. Best ways 
to prevent these accidents: stress safety at every sales 
meeting, and have trucks checked regularly. 





are enough traffic hazards without creating any of 
his own. The high toll in property damage and 
loss of life resulting from traffic accidents is ample 
warning to all who drive cars and trucks but still, 
it is a wise manager who does everything possible 
to further prevent these accidents. 

The bottler owes it to his employees as well as 
to himself to make sure that every precaution is 
taken to protect life and property. The best plan 


is to include “safety” in every sales meeting and 
make it a constant objective of the entire organi- 


zation. 


New Bottlers' Group Formed 


Clarence Johnson, owner of the Seven-Up Bot- 
tiing Company of Huntington, W. Va., has been 
named secretary of the newly-formed Tri-State 
Bottlers Association. The association is comprised 
of more than 20 bottling plants within a 60 mile 
radius of Portsmouth, O. 


Coke Parent Bottlers 
Set Convention Dates 

Fall convention plans and dates recently were 
announced by the six Coca-Cola parent bottling 
companies. The schedule follows: 

Coca-Cola Bottling Co. (Thomas) Inc.—-Septem- 
ber 28-29-30, Roosevelt Hotel, N. Y. C. 

New England Coca-Cola Bottling Co.—October 
5-6-7, Somerset Hotel, Boston, Mass. 

Western Coca-Cola Bottling Co.—October 12-13- 
14, Shirley Savoy Hotel, Denver, Colo. 

Pacific Coast Coca-Cola Bottling Co.—-October 
19-20-21, Biltmore Hotel, Los Angeles, Calif. 

The Coca-Cola Bottling Company 1903—Octo- 
ber 26-27-28, Galveston Pleasure Pier, Galveston, 


Texas. 


The Coca-Cola Bottling Co.—November 4-5-6, 
Georgia Washington Hotel, Jacksonville, Fla. 
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What do you want in a beverage bottle... 













Give your beverage the benefit 
of a good-looking bottle... 


Choose THATCHER WEDG-WALLS 
with Pyroglaze labels! 










Thatcher Pyroglaze fuses your label in brilliant color 
right into the bottle's surface. It eliminates relabel- 
ing ... cuts your bottling costs . .. adds ‘'buy- 
appeal'’ to your beverage at point of sale. With 
Pyroglaze, there's nothing to chip, wash or wear off 
during the life of long-lasting WEDG-WALL Bottles. 









Get the inside story on WEDG-WALLS with Pyroglaze 
labels—call in your nearby Thatcher representative! 
Or write Thatcher Glass direct for full details. 








Wh isd by, 












Pyroglaze is a copyrighted name of the Thatcher Glass Manu- 
facturing Co., Inc., identifying colored lettering and design 
fused into the glass surface of the bottle. 









THATCHER GLASS MANUFACTURING COMPANY, INC., ELMIRA, N.Y. 






F actorie Elmira, N.Y., Streater, 111., Lawrenceburg, Ind 











Representatives in Principal Cities 


—_ | WEDG-WAIIS 











NEVER AMPLE! 






A Sample is 


The only thing that Frostie has to sell is 
its creamy, full-bodied TASTE ... flavor 
»-. call it what you will. A store sampling 
demonstration invariably makes buyers 
out of tryers. Sound like there's good 
money in a Frostie franchise? Ask any 


Frostie bottler! 










It would be reassur- 
ing to know that no 
bottler in your terri- 
tory is quietly making 
arrangements for a 
Frostie franchise 
right now, wouldn't 


it? 








A SINGLE 
SIP SELLS! 


12 FULL 
OUNCES! 





e Nat. Pike 





6424 Baltimor 
Baltimore 28, 


eel 





An Ideal Fork Truck Operation 


In Coca-Cola, 


Columbus, O. 


Major economies stem from pallet and fork truck arrangement in big plant. 


"F tis Coca-Cola Bottling Company of Ohio, at 
Columbus, has what is often referred to as the 
ideal fork-truck-pallet operation in the country. 
The plant was started in operation at its new loca- 
tion on September 12, 1949, but did not completely 
palletize until June of 1950. H. W. Easterlin, presi- 
dent of the Coca-Cola Bottling Company of Ohio, 
says that the favorable operating costs enjoyed 
since moving into the new plant have more than 
justified the decision to use the fork-truck-pallet 
type of operation. As Mr. Easterlin points out, 
the economies realized in this new plant have been 
made possible by a combination of operation 
methods and plant design. 

W.S. Withers, plant superintendent, explains the 
operation and the equipment. Outlined briefly, the 
advantages of this operation over the old Colum- 
bus operation sum up as follows: 

(1) Handling efficiency per man doubled. 

(2) Unit handling in the stockroom and at 
the loading docks has been changed from a case 
to a pallet, thereby reducing physical effort and 
number of handlings of individual cases. 

(3) Utilization of cubic space for storage. 

(4) Tremendous reduction in job of loading 
and unloading route trucks. 

(5) Unloading and storage of freight as well 
as miscellaneous in plant handling is done in half 
the time. 





BIG AND IMPRESSIVE ... 





The filled goods end of the No. 2 bottling line. The bottle 


conveyor divides to feed bottles into dual mixers and 
inspection machines, since their individual capacity is 


about half the filling rate of the 60-spout filler. 











The New Plant 


The new plant, one of the most modern of its 


kind in the country, comprises 98,000 sq. ft. 


which 93,000 sq. ft. makes up the area of 


the offices and for syrup and crown storage. The 
latter items are fed by gravity down to the two 


bottling lines below. 


The first floor is divided into three main sections 
not including the office area: (1) A combined bot- 


<— 


Seemingly capped by a radio and TV tower (which is 
actually just behind it) the plant of the Coca-Cola Bot- 


tling Co. dominates the business scene at Columbus. 
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the 


ground floor. The upper floor is used for part of 











tling and stockroom with areas set aside for case 
repair, dry ice converters, inactive storage items 
Service Department for 
shop, plant stock 


and cullet disposal. (2) 
coolers, sign and advertising 
room and paint booth. (3) A storage garage which 
can efficiently accommodate up to ninety vehicles, 
a maneuvering area for simultaneously loading and 
unloading six route trucks with fork lifts, adver- 
tising storage, wash rack, hydraulic grease rack, 
and a three space truck repair shop. 

The planned layout 
throughout the first floor area with adequate door- 
ways and wide aisles for rolling equipment. 

Practically all storage items, including current 


provides a one-level floor 


issue advertising material, are palletized and easily 
accessible. Ceiling heights in the stock room area 
are designed for tiering three pallets or 15 cases 
high. This is 5 higher than normal stacking used 
in old conveyor system which represents a gain of 
50°; in the stacking area. 


Bottling and Supplementary Equipment 


The bottling equipment is of the latest type and 
the two bottling lines each include: Sixty spout low 





an unobstructed 
floor permits stacking of full goods in orderly piles. Fork 
truck operator Aldna Francis spent twenty-eight years 
with the company as a route salesman; now with the aid 
of the fork truck is still able to do yoeman duty until his 
retirement in about two years. 


In this ideal palletized arrangement, 





pressure fillers, twenty-four head spinner mixers, 
RCA 


Carbo-Coolers, casers, uncasers and washer loaders. 


beverage inspection machines, Mojonnier 


Also 24-wide, 5 compartment hydro-type bottle 
washers. Supplementary equipment includes six 
1000 pound dry ice converters, water treating 


equipment, a central lubricating soap system for 
the bottle chain, a solid caustic dissolving system 
with pump and metering device for charging the 
bottle washers, a carbon ring compressor for coun- 
ter-pressure air, and a complete set of Allen filters 
for air and COs gas. The plant also has a water 
wash paint booth large enough to contain a route 
truck where all types of painting is done. The fifty 
odd route trucks have completely closed pallet type 
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WILL IT KEEP UP 





ANSWER IS (Z| — if you bottle Double-Cola! Double- 


Cola isa proven Year-round volume producer ...winter or summer. 


ANSWER IS (/27/ 


door to new outfets that you are not now selling. Approximately 


— if you let Double-Cola open the 


72% of all soft drinks sold are cola drinks. 


LA 


and merchandising support. Double-Cola is 


ANSWER IS 


solid advertisin 


— if you capitalize on Double-Cola’s 
pre-sold and resold for you by an aggressive newspaper, radio, 


television, motion picture and place-of-sale advertising program. 


ANSweR Is (/£2 


business slacken§ off! Write today for sample bottles of Double- 


— if you get started right now before 


Cola. Taste it... compare it and you'll say YES to this steady, 


year-round profit maker! 


DOUBLE 


COLA 


IN COLD WEATHER? 
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Palletized route truck being loaded by fork truck. Oper- 
ator Ralph Rhodes, with 38 years of service, is another 
route salesman who finds his new work productive and 
enjoyable. 





bodies which were made by a local Columbus con- 
cern. 

As in all plants manufacturing and selling food 
products, cleanliness is a must. Wide open areas 
in the stockroom make possible the use of power 
cleaning equipment. A power sweeper, as well as 
a power vacuum-scrubbing machine, has contributed 
to the success of good housekeeping, and these tools 


operate on a regular schedule. 


A Pallet Instead of a Case 


The unit of handling in the old plant was a case 
of 24 bottles, but at two stations on the line, feeding 
the soaker and the accumulating table, single bottles 
had to be handled. The movement of cases between 
stations formerly was as follows: (1) Empties from 
truck to conveyor by hand. (2) Empties stacked on 
floor by hand. (3) Empties placed by hand on con- 
veyor for movement to soaker feed. (4) Empties 
handled one at a time in feeding bottle washer. 
Four more steps, in reverse sequence in handling 
filled bottles, completed the cycle. 

A typical operation as of today is as follows: a 
fork lift truck picks off a palletized load of empty 
bottles from route trucks and transports it to stor- 
age or directly to one of the bottling lines. Indi- 
vidual cases have to be handled only once as bottles 
are fed to the automatic washer loader. Likewise 
filled cases must be individually handled only once 

‘as they come off the line and are stacked on pallets. 
Pallets of fulls are transported to storage or loaded 
directly to route trucks. The reduction in the num- 
ber of individual case handlings has been a large 
factor in the success of the new operation over 
the old. 


Pleasant Working Conditions 


People who are employed in this plant appear 
to go about their work with a purpose. Mr. Withers 
explains that all employees are just as proud of the 
plant and its operation as top management. This 
is as it should be. The dignity of labor is enhanced 
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by the accomplishment of doing things the easy 
way with the modern material handling tools pro- 
vided. The building includes the most modern of 
toilets, locker rooms and lunch room facilities. 
Other fork truck duties besides handling cases 
of empties and freight 
Heavy Coca-Cola coolers are stacked 


are numerous. 
three high 
with ease. Repaired shells are stacked 150 to the 
pallet and fork trucked to the paint room. After 
processing they are restacked on pallets and fork 
trucked to the stockroom where they are tiered two 
pallets high. This represents a considerable saving 
in handling over the old method employed in Colum- 
bus. Bottles unfit for further filling are broken in 
a crusher which is raised off the floor high enough 
to permit a pallet bearing two barrels to be placed 
beneath the crusher. The crushed glass pours into 
che barrels and when filled are loaded onto a truck 
ready for disposal. 

The of this plant, 
scribed in the foregoing paragraphs, are equalled 
by the beauty of the building exterior. It fronts on 
an intersection of two of the busiest thoroughfares 
in Columbus and is in the midst of a tastefully land- 


incoming 


functional features as de- 


scaped setting. 

The location and, in fact, the plant itself is a 
realization of a long standing dream of Mr. Easter- 
lin who was recently awarded a pin for forty years 
continuous service with The Coca-Cola Company. 
Mr. Easterlin is president and general manager of 
the Ohio Company and has been manager at Col- 
the 
period the business has grown from an annual sales 


umbus for last seventeen years. During this 
volume of 350,000 cases to present sales of 2,000,- 
000 cases a year. With its up-to-date facilities the 
company is prepared to produce its product econom- 
ically and go after increased sales with renewed 


vigor. 


Beverage Industry in N.Y. 
Responds to U.J.A. Appeal 


One hundred leading figures in the soft drink 
industry in the N. Y. metropolitan area pledged 
a heartfelt $33,000 to the United Jewish Appeal at 
the annual dinner of the Carbonated 
Allied Trade Division, May 27 in New York City. 
The all of 
industry acutely sensitive to humanitarian needs 


Beverage & 


enthusiastic response from sectors an 
was the climax of an intensive drive in major com- 
panies and among all leading beverage distributors 
in the 

The dinner also was a testimonial to David Lev- 
inger, Secretary of the Soft Drink Workers Union, 
Local 812, I. B. T. (AFL), 


attesting to his constant “readiness to serve great 


area. 


who received a plaque 


humanitarian causes.” 
Guest speaker at the dinner was Dr. Carl Her- 


mann Voss, founder of the American Christian 


Palestine Committee. 
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modern design calls for 
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for colored concrete, floors 
can be produced by dusting on and and sidewa lks trowelled into the fresh 


trowelling Colorundum into the fresh concrete concrete topping. LE cat uk Spa enh 
topping. Users know the colorful appeal of eles, Calif 
Colorundum in showroom floors, sidewalks, patios, } ue 
hospital and school auditoriums, cafeterias 

and corridors. Colorundum is a balanced formulation 
of water-repellent compounds, non-slip aggregate, 
next to the diamond in hardness and durable colors, 
in red, maroon, brown, green, dark-green, french grey 
or black. These floors remain resistant to 

years of traffic and require minimum maintenance. es aA 
Colorundum is used for new or <a Retna ee oo 
when replacing existing concrete floor areas. 


Attractive colored, non-slip, 
non-metallic interior or exterior traffic areas 





Concrete roof slabs with Colorundum 











; A. C. HORN COMPANY, INC., NB-53 
Long Island City 1, N. Y. 
' Please send me [(] complete data on 
| ; COLORUNDUM 
f f 
est. 1897 “ ieb-enns Comstrestion 
; \ Data Handbook 
A C 00 | name. a —  — 
UU. INC. 
a ’ : t FIRM NAME ees _ 
Manufacturers of materials for building maintenance and construction ; 
LONG ISLAND CITY 1, N.Y. © Los Angeles - San Francisco - Houston ; scenes en 
Chicago- Toronto SUBSIDIARY OF SUN CHEMICAL CORPORATION q city —_ = 




















WHAT’S NEW 
AT THE SHOW? 
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BOOTH NUMBERS F ann? 
415, 417, 419 | i} 


Comparison will proue there i4 no comparison. 


NATIONAL /@> REJECTORS «. 


CHICAGO 39, ILL 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 5100 San Francisco Ave. « St. Louis 15, Mo, 
DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Bivd.—Phone: DUnkirk 2-5772 Phone COlfax 1900 

WOODSIDE, LONG ISLAND, N. Y., 39-30 61st $1.—Phone: ILlinols 8-6302 
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FRANCHISE FIRMS PUSH CUP 
VENDORS— 
A.B.C.B. BAN CONTINUES 


While the ABCB stubbornly holds to a ban 
on the exhibition of cup vending machines 
at the annual Exposition, trade activity in 
this phase of automatic merchandising has 
accelerated. Latest moves, designed to further 
utilization of such vendors, have been taken 
by two of the major parent companies. Dr. 
Pepper is now marketing its own 250-cup 
machine on a no-down-payment, 3-years-to- 
pay basis; while Pepsi-Cola has been under- 
writing attractive time-payment terms for the 
purchase of certain makes of cup vendors. 
Both programs have encouraged more fran- 
chised bottling plants to come into the cup 
vending field, and resultant competition is 
expected to gradually “snowball” in metro- 
politan areas. ABCB, however, continues to 


ignore this potent bottler sales tool. 
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VENDOR AND COOLER NEWS 


@ PLACEMENT 











FINANCING 
MERCHANDISING 
Take a minute... graba pencil... 
MARKETS figure out what this tremendous 
cup capacity means to you in 
cosTs dollars and cents of added profit. 
@ SERVICING Figure on fewer service calls—and the fact that fewer men can 
now service more machines. Figure on fewer ‘‘empty 
NEW MODELS hours’’—and more location satisfaction. And, figure how little it takes 


to switch to Magniflo. Then, you'll see why Magniflo has had 
such a tremendous reception from operators. (40% reorders already) 


Competition Limits 


Rate & Rental Take another minute to write or phone for details about 
In the face of compctition from the Magniflo ‘‘1200"’ 3-flavor cup drink dispenser. Shipments 





a rival cola firm, the Royal Crown are now being made on an immediate delivery basis. 
Bottling Co. of Huntington, W. Va. 
is maintaing a 5¢ vending price in 
most of its locations, which are 
primarily industrial sites. A low 
rental rate is also in effect in such 
stops, where the machines are 
leased on a nickel per case vended 


basis. However, some vendors have (SZ " 
been sold outright and are geared 


to 10 cent operation. Bottler L. G. ty 


Brisbin also reports that “a few we | ‘ L ch 
rent are at intermediate prices be- NOW THERE ARE - Cole MAGNIFLO “1200” 
tween 5 and 10 cents.” Royal Crown é ged a Cole-Spa "600 

Cole Coffee-Spa 


3Zottling uses Ideal (Bloomington, 
Ill.) coin coolers, dispensing Royal 
Crown Cola, Nehi flavors, and 
Upper Ten. 
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\Viodern living 


WEY’ RE a pleasure to see, today’s trim and active young 
‘| people. They shine with the health that comes from 
modern, sensible living habits. Notice how they eat. Light 
foods, light beverages that help keep them slim, healthy, 


give them a better chance for a longer, more active life. 


est Cola 


refreshes without filling 


calls for 





Light re esbuneict 


That’s why Pepsi-Cola is today more popular than ever. 
For Pepsi has kept in tune with this wholesome trend. 
Today’s Pepsi is light, dry (not too sweet), reduced in 
calories. Enjoy it in the familiar economy size that serves 


two, or in the smaller single-drink bottle. Have a Pepsi. 








Canned Soft Drink Vending 

A special model of the Juice Bar vendor, previ- 
ously utilized for dispensing canned juices, is being 
built by the Juice Bar Corp. (Matawan, N. J.) 
and sold nationally by Spacarb, Inc. (Stamford, 
Conn.) to vend the 6-oz. cap seal can line of car- 
bonated soft drinks produced by Cantrell & Coch- 
rane (National Phoenix Industries, Inc.). This 
machine, employing a newly designed rack to handle 
the cone-top beverage cans, will hold 384 tins and 
offer a pushbutton choice of 4 C&C “Super” flavors. 
Geared to dime operation, the vendors will receive 
their initial trial in a chain of New Jersey gas 
stations, which have decided to test motorist con- 
sumer reaction to canned soft drinks. 


Rod-and-Reel Target 

Bottlers in coastal regions have found that the 
sport of deep sea fishing, which booms during sum- 
mer months, can produce extra soft drink sales. 
Dock areas serve as sites for vendors, and the boats 
themselves often carry a manual cooler to ice thirst- 
quenchers. To this potential can be added the fresh- 
Water fishermen, and a recent survey has indicated 
that 18,000,000 fishing licenses will be issued this 
year. Most of this rod-and-reel group are prime 
prospects for taking a picnic cooler along on fishing 
trips; and bottlers have found that this market can 
be reached by displaying the portable drinkboxes in 
sporting goods stores and even in highway gasoline 
stations along the routes to fishing camps. Picnic 
coolers mean more case sales, boosting the “At Play” 
soft drink volume. 


Cutting Service Calls 


To be effective, repair work on vendors should be 


undertaken with the aim of eliminating future 





KEEPING ‘EM VENDING 


With the salesmaking ability of a drink vendor de- 
pendent on its coin mechanism, the Dr. Pepper Bottling 
Co. of Houston, Tex., has set up a preventative main- 
tenance program that eliminates service calls. Here 
Joe Tate, head of the vendor service department. checks 
over a National Rejectors (St. Louis) changemaker. 
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service calls at the same site. With such an objective, 
here are a list of steps taken by maintenance men 
of the 7-Up Bottling Co. of Des Moines, Ia. in han- 
dling a coin cooler service call: (1) Determine from 
the dealer by phone what seems to be wrong. (2) 
Consult card file to determine any previous repair or 
maintenance work done on that machine. (3) Take 
tools, repair parts, and complete replacement units 
along on the eall. (4) Diagnose and localize the 
trouble. (5) Replace defective part 
unit) and bring the part back to the plant. (6) Re- 


(or complete 


place any other parts or units that may still be 
working satisfactory, but which, according to the 
card file, have not been overhauled recently. (7) In 
the plant, overhaul, 
brought in so as to have them available for future 


use. This bottler notes that sometimes it may be 


clean and repair all parts 


well to replace and bring in the complete vendor 
for a major service job. By following the above 
Bottling Co. of Des 
its calls from an excessive 30 


program, Seven-Up Moines 
claims to have cut 


per day to 14 per week. 


Ad Value In Vending 


Commenting on the values of vending to an overall 
bottling operation, Al Cors of the Pepsi-Cola Bever- 
Hettinger, N. D., that 
medium for advertising 


age Co., automatic 


says 
merchandising is a good 
brand names, noting: “We find it an excellent means 
of adding new accounts, and, of course, increasing 
volume.” This plant ranks gas stations and schools 
as the best coin cooler outlets for its North Dakota 
territory, using Ideals (Bloomington, Ill.) to dis- 
pense Pepsi-Cola, Kist flavors, Dad’s Root Beer and 
Plus 4. Sold outright, the selective machines are all 
geared to dime operation. 


Dr. Pepper Stirs Stockholder Interest 


Automatic merchandising has now reached the 


stage where parent companies have found it of 
sufficient public interest to carry machine illustra- 
tions and write-ups in their annual reports. Going 
one step further is the Dr. Pepper Company, which 
included a description of its new 250-cup vendor on 
the folder used to enclose dividend checks recently 
mailed to its stockholders. Read the copy: “This new 
vendor is designed especially to fill the industry’s 
need for a machine of this size and type. The M-250 
three 


consumer 


now in production—is the culmination of 


years of intensive engineering and 


testing.” 


Central Tool Expands 
manufac- 
bottle 


Tool Co. (Hartford, Conn.), 


fully-automatic Choice-Vend 


Central 
turers of the 
machine, has acquired additional factory facilities 
in preparation for a new production run of the 
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Suppose in the near future, the U. S. Public Health 
Dept. clamps down, and demands that cup drink dis- 
pensers conform to their requirements. Suppose the ap- 
proval of Underwriters’ Laboratories becomes 
necessary. Where would that leave you? After all, 
you're not in business for today only. How are you 
going to protect your investment? 


Spacarb knows your problems, stays alert, thinks ahead 
... with an eye on your future. That’s why the Spacarb 
Cup Drink Dispenser is today’s 

pace-setter, tomorrow's contin- 

? uing success. Even now, when 

no multi-flavor cup vendor has 
Underwriters’ approval, Spa- 
carb has built its machine in 


~ 


= 








General Sales Office: 270 Madison Avenue, 
New York 16. MUrray Hill 4-2422 


Factory: 375 Fairfield Avenue, Stamford, Conn. 


Sales Representatives: Atlanta, Boston, 
Chicago, Dallas, Detroit, Kansas City, Kansas, 
Knoxville, Los Angeles, Louisville, 
Milwaukee, Minneapolis, Newark, N. J., 
Philadelphia, Pittsburgh, San Diego, 

Seattle, Washington, D. C. 


oo Hf yOu 


on tomorrow's 
demands! 


conformity with all known requirements. And during 
recent years, Spacarb has made 19 changes to keep 
ahead of the most stringent health rulings. 


Famous for its “firsts”, Spacarb has pioneered more 
developments in drink dispensing than any other man- 
ufacturer. You see it in “Mix-A-Drink”, which dispenses 
15 flavor variations in a 4-tank machine. You see it in 
“Select-O-Carb”, which enables you to meet individual 
carbonation standards of nationally-advertised flavors. 
You see it in a multitude of field-tested attachments 
designed to serve any combination of carbonated, non- 
carbonated, hot and cold drinks from the same machine. 
Look into the Spacarb Cup Drink Dispenser now... 
and look ahead to a bright future! 


America’s Oldest Manufacturer of Automatic Beverage Dispensers 


[~~ RUSH COUPON FOR DETAILS ~~"! 


Spacarb, Inc., 270 Madison Ave., N. Y. 16 
Please send me complete data on the SPACARB 
Cup Drink Dispenser. 
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| 4-flavor vendor. The Choice-Vend, now in use by a 
| number of franchise bottlers around the country, 
' vends 144 bottles and precools 171 more. 


Museum Medium 

Here’s a tie-in gimmick that can produce new 
locations. In Lewiston, Mont., the Central Montana 
Historical Society is in the process of building a 
museum. As a fund raising aid, the local Coca-Cola 
3ottling Co. offered the group’s finance committee 
use of a coin cooler to sell Coke, and an appeal was 
made to the public to permit installation of this 
vendor in some outside outlet as an interim location. 
Coca-Cola Bottling also agreed to donate a new 
vendor to the museum when it is completed, esti- 
mating that the coin cooler would probably net about 
$50 a month through drink sales to visitors, 
staff, ete. 


New Fogel Coolers 

New large-capacity manual coolers have been 
placed in production by the Fogel Refrigerator Co. 
(Philadelphia). Model 4UC has a 16 case capacity 
in 6 oz. bottles, while the 6UC cooler can hold 30 
cases. (Where 12 oz. bottles are stored, the boxes 
hold 12 and 24 cases, respectively.) Quick cooling 
is claimed for a system incorporating a blower coil 
and powered by a 1'4 h.p. hermetically sealed con- 


densing unit. 











| Vessel, 6 Vendors 


If vendor placements are an index to soft drink 





popularity, some sort of mark has been set aboard 





— the carrier USS Franklin D. Roosevelt. This vessel, 
which carries a crew of some 3,600 officers and 
enlisted men, numbers two soda fountains among 
its Ship’s Store facilities, but it also has 6 Lyon 








“Him say the Nehi Line is the most 
complete line in the industry” 








WARM WEATHER, HOT BUSINESS 
NEHI COR PORA TION Hot days ahead mean plenty of cold drink sales by 


this Spacarb (Stamford, Conn.) 1000-cup machine, a 

COLUMBUS, GEORGIA favorite of production workers at the Rohr Aircraft plant 
in San Diego, Cal. Machine meets the demand for 
variety by offering a 4-flavor beverage menu. 





Ginger Me 
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No “impulse” idea, the 12-bottle carton was thoroughly 
investigated before being introduced in the Dallas mar- 
ket. Looking it over are G. A. McCorkle, sales manager, 
C. L. Callaway. vice-president in charge of bottling opera- 
tions and Hugh Thompson, assisiant to Mr. Callaway. 





£4 vrer keeping close tabs on the sales progress 
of a 12-bottle carton in the San Angelo, Texas and 
St. Louis, Mo., markets, Dr. 
market in Dallas, has introduced the double size 


Pepper, in its home 


carry-home package and has high hopes for its pes- 
sibilities. The package, first distributed early in 
May, was introduced to the consuming public with 
a bargain price—same price as the six-carton, plus 
10c, plus deposit. 

Introduction of- the new larger sized package into 
the Dailus market had been one of the top priority 
projects scheduled for the early part of 1953, and 
of course a lot of advance preparation preceded 
the action. 

As pointed out by C. L. Callaway, vice-president 
of Dr. Pepper Co. in charge of company-owned 
bottling plants: “We knew that a larger home pack 
age was long overdue, but at the same time, we 
wanted to make sure that we did everything exactly 
right when we set out on our program. We had the 
benefit of valuable experience in watching the pack- 
other 


question In our minds but what it would greatly 


age in markets. There was certainly no 


increase our home market business in Dallas, as 


it had in St. Louis and San Angelo, but since 


marketing situations vary, we tried to achieve 


maximum sales distribution from the start.” 
Dealers have taken to the new packaye with alac- 
rity, and many cleared their aisles for massive 


displays built by the Dr. Pepper routemen, but 
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12-BOTTLE CARTON BOWS IN DALLAS 





Dr. Pepper tries half-case pack in home city after 
watching successful campaigns elsewhere .. . 





Route salesmen lik® the new package, since it promised 
to double home sales. Stores were doubly stocked, pro- 
viding sufficient goods for the big displays. 





which they themselves kept stocked in large quanti 
ties to sustain sales interest. 

While too soon to get a clear picture of results, 
it is noted that sales are running very much as they 


did in other areas where the new 12 has been used 





Building big floor displays in good locations was one of the 
key moves in the program, The new carton was worked 
into a “le sale” by being offered for the same price 
as the six. plus 10c, 








Selling the dealer on the introductory offer was no 
problem—they recognized the new pack for its value as 
a merchandising medium. Their full participation in 
pushing sales was patiently solicited. 





The big test came when the consumer entered the scene. 
Intrigued by the convenience of the 12-bottle carton. plus 
the bargain aspects of the introductory offer, initial sales 
went well in all stores where the new carton was sold. 
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E. T. Leonard, Assistant to 
the President of the Frostie 
Company, Baltimore, has been 
elected to head the local Rotary 
Club in Catonsville, Md., a sub- 
urb of Baltimore. Mr. Leonard 
has been one of the most prom- 





inent members of the Catons- 


2 | ville Rotary. ; 
® * , : W.F. Barron, president of the 
; = Rome, Ga. Coca-Cola Bottling Co. 
[ | SE and also president of The Coca- 
j ' Cola Bottlers’ Association, has 


been appointed an area chairman 







for the forthcoming statewide 


% ® | 
| Business Mobilization of the 
i Georgia State Chamber of Com- 
f merce. . . . J. William Horsey, 


prominent Canadian  business- 
man and president and director 
of Orange-Crush Co., and Inter- 
American Orange-Crush  Co., 
Chicago, recently was appointed 
a director of the Imperial Bank 
of Canada. This is one of the 





Dominion’s largest banking in- 
stitutions. . . . Burton Arnds, 
president of the Sparkletts 
Drinking Water Corp., Los An- 
. geles, has been reappointed 
Merck Anhydrous Citric Acid will enhance the flavor of your 
carbonated beverages just as effectively as Citric Acid U.S.P. 
and, at the same time, save you money. Approximately 84 
per cent of water has been removed in forming the anhydrous 





product. Storage, shipping, and handling costs are 


correspondingly reduced. 





Merck Anhydrous Citric Acid 


( DRY) 


ee me". . te) a 
BACKS TRADE LAW ... 

—— Preston G. Woolf, President of the 

American Beverage & Supply Corp., 

Indianapolis, is shown in his recent 

a +” ‘ : appearance before the House Ways 

MERCK & CO., INC. and Means Committee in Washing- 

ton, D. C. Mr. Woolf strongly urged 

the Congress to continue in effect 


Other Merck Products 
for the Bofttler: 


P Lactic Acid 
Manufacturing Chemists 














> Phosphoric Acid 

> Tartaric Acid RANWAY, MEW 4H O08 ¥ the present Reciprical Trade Agree- 
> Sodium Citrate In Canada: MERCK & CO. Limited—Montreal ments Act. which provides low 
> Sediom Senseate duties on goods imported into U.S. 
> Mineral Salts — —s 
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chairman of the Statewide leg- 


islative committee of the Cali- 
fornia Manufacturers Associa- 
tion for 1953. 

J. Everett Pidgeon, president of 
Coca-Cola Bottling Co., Memphis, 
Tenn., has received the Citizen- 
ship Award for 1952 from the 
Newspaper Guild of Memphis. 
Over the years, Mr. Pidgeon has 
been known for his sponsorship 
of sports events, generous aid to 
many charitable causes, and as- 
sistance in many public activi- 
ties... . One of the best collec- 
tions of old Kentucky prints is 
held by Martin F. Schmidt, vice 
president of the Louisville, Ken- 
tucky Coca-Cola Bottling Com- 
pany. Many of these prints adorn 
the walls of his office... . New 
president of the Greater Roches- 
ter (N. H.) Chamber of Com- 
merce is Herve Lagasse, head of 
the Cocheo Bottling Co. of that 
city. 

David A. Hegele, representa- 
tive for The Coca-Cola Export 
Corporation in Singapore, is vice 
president of the American Asso- 
ciation of Malaya. He has also 
been elected to the Committee of 
the American Club in Singapore. 

. Albert E. Repenning, vice 
president of Inter-American 

Orange-Crush Co., has been 
elected a director of National Can 
Corp... . Leonard Green, presi- 
dent of the parent Dr. Pepper 
Co., has been elected chairman of 
the board of directors of the Cot- 
ton Bowl Assn., which sponsors 
the annual Cotton Bow! football 
game each New Year’s Day. 

H.J. Van Gundy, an official of 
the Du Quoin (Ill.) Coca-Cola 
Bottling Co., was re-elected to his 
third straight year as president 
of the Du Quoin Community 
Schools Board of Education... . 
James S. O'Connor, General Sales 
Manager, Frank B. Lomax Co., 
Inc., Chicago, has been elected a 
director of the Air Reserve Asso- 
ciation, Chicago Chapter. O’Con- 
nor has been a director of the 
Bottlers’ Service Club of Illinois 
for the past three years, and is 


active in The American Legion. 
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Pec), rananalte ast CONTAIN, Bottlers And Their Customers. They 
aa ng Are Tops in ENDURANCE, BRILLIANCE, 
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FLAME = POLISH: 


ALA JH WWW 
RETURNABLE BOTTLES 
WITH LUSTRO-COLOR 


LIBERTY Ranks High With Soft Drink 


saad PERFORMANCE, DEPENDABILITY. 


Cvailable in EMERALD GREEN, GEORGIA GREEN and FLINT 


SAPULPA, 








Orange-Crush, Ltd. The company not 
only has a tremendous variety of 


Canadian 
Column... 


point-of-purchase materials available, 
but it backs up every four or five 
salesmen with a supervisor who keeps 
a check on displays in retail outlets. 








Point-of-purchase displays include 





NuG F 7 steel display stands, metal signs and 
eae Semone cards. There are 10 different sizes of 
NuGrape Toronto Limited recently metal signs ranging from five by eight 


installed a new Cem filler to take feet down to four inches by fourteen 
inches. There are also a half dozen 


different types of wall cards from 25! 


care of the greatly increased demand 
for Sun Crest and NuGrape. Plans 
inches down to. six 


are also in the making for a large inches by 37% 


addition to their present building. square inches in size. If a retail store 


looks like a good outlet, the company 
New Sun Crest Bottlers pam 


B. J. Stutz, president of Wynola 
Corp., Toronto, recently reported that 


supplies a metal stand, knowing that 
it will be used for other soft drinks 
as well, but it is felt that the promi- 
Sun Crest franchises have been issued nent Orange-Crush sign on top draws 
to the following: attention to the product. Bottle riders 
Sorel, Que.; 
Laval Beverages, Hull & Ottawa, and 


Sun Crest Quebec City, Quebec City. 


Lucien ournoyer, covering six different subjects are 


used extensively and changed from 
year to year. 
retailers are 


Orange-Crush Stresses Point-of-Sale Also available for 


Promotion Orange-Crush coolers of different sizes 
One of the strongest advocates of and special containers are available 
point-of-sale advertising in Canada is to private firms for such things as 


‘IN 
This BIG PROFITABLE “plus” |) ssseeevcr™" 
MARKET 


is yours with 


LO-CAL 


AVAILABLE IN 
— POPULAR ==, 
FLAVORS! 


LO-CAL is sugar- 
free; distinctive in 
taste, name and in 
sales appeal! 

For complete infor- 
mation about a fran- 
chise for your terri- 
tory, wire or write us 
today! 











they GIVE 


PERFORMANCE LMS: 


YEAR AFTER YEAR! 


Here's DRY refrigeration at its 
best. Here's trouble-free per- 
rn eve ? formance that tells—and sells! 
The BEVCO 5-year warranty 
uarantees superior service. 
ccessories that are sales 
makers — water equipment, 
dividers, casters, stainless in- 
teriors, exteriors available on 
all models 


RESULTS COUNTI 














LO-CAL is sold in the popu- 
lar 16-oz. no-deposit bot- 
tles. A real profit-maker! 


LO-CAL SALES COMPANY 


371 East 160th Street New York City 56, N. Y. 
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EASE SALES 

















The BEVCO Company, Inc. 


3316-28 S$ BROADWAY ~ ST. LOUIS 18, MO 


company picnics. Point-of-sale electric 
clocks and counter dispensers in half 
a dozen different types are sold to 
retailers. Every year the company 
buys and sells millions of paper cups 
with the Orange-Crush trade mark 
on them. The advertising department 
also distributes all kinds of material 


to stores and restaurants explaining ~ 


how to set up attractive displays. 


“Police” Circulars 
Help Round Up Empties 
A “police type” of circularizing is 
helping Sussex Ginger Ale, Ltd., Sus- 
sex, N. 
circular, headlined ‘“There’s A Bounty 
On Bottles,” 


B., to round up empties. The 


reads: 


“WANTED-~—for - sterilizing and 


filling—-empty Sussex Beverages Bot- 
tles. Believed to be hiding all over 
town ...in Cellars, Store Rooms, and 


Pantries. Identifying marks-——when 
last seen had large “SUSSEX” plain- 
ly printed across the face ... cannot 


he concealed. 


“REWARD 


turn to your nearest Sussex dealer 


for discovery and re- 


abt ” 


two cents for small bottles, five cents 
for large. 

“Sterilizing and refilling of bever- 
age bottles keep the cost of produc- 
ing Sussex beverages DOWN 
The Quality ’way UP, the way you 
like it. Help us beat inflation—return 
all those empties for re-use so we can 
keep your Sussex dealer well supplied 
with your favorite Sussex Beverages 
at the same low price. Your deposit 
will be refunded by your Sussex 
dealer, or at any of our plants or 
warehouses.” 

The “Wanted” circulars have been 
distributed through the provinces of 
New Brunswick, Nova Scotia, and 


Prince Edward Island. 


Trade Leaders 

Cite Industry Progress 
Leaders of three provincial bottlers’ 
associations recently reported on the 
growth and progress of the soft drink 
industry in their respective areas. Ex- 

cerpts of their remarks follow. 
D. L. Gray, President, British Col- 
umbia Bottlers of Carhonated Bever- 





Buy 


Standard 





WRITE FOR 
CATALOG G-! 


For a Better 


Specify 


BETTER APPEARANCE ... 

. is a part of every Gaco Tufbilt Beverage Case. 
Gideon's new Gaco paint process thins paint with 
heat rather than chemical thinner. This gives Your 
Gaco Case a completely solid finish for improved 
luster, durability. Send us your order today . . . see 


why Gaco Tufbilt Cases 


replacement parts. 


bh gs 


ees GIDEON - ANDERSON 









Gaco Tufbilt 


Beverage Cases 


a difference you can see 


LOOK BETTER 
LAST LONGER 


‘ CIDEON MISSOURI 
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“We have come a long way in 
the past 
plant and production facilities are a 


ages 


few years. Our improving 


source of pride and rank us high in 
the food industry. Our products gain 
greater acceptance through an appre- 
ciation of their wholesome goodness. 
We advertise and merchandise so 
vigorously as to be the envy of our 
.. We feel that our in- 


dustry has attained status and under- 


competitors. . 


standing at Government <levels. We 
know that through the efforts of our 
Public Relations Program this condi- 
tion will be made universal and con- 
tribute, no little, to a public apprecia- 
tion of our product and its increasing 
acceptance.” 

Mel Sandormirsky, President, Sas- 
Bottlers of 
“The year 1952 was both 
a happy and fortuitous one for the 
members of the bottling industry in 
Saskatchewan. It started off with good 


katchewan Carbonated 


Beverages 


weather at the commencement of the 
which 


mediately upon the improved earning 


selling season, followed im- 


power given to the industry by the re- 


Up 
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eur at 


WITH 


Dr Pepper 


duction of exxcise taxes in the spring 
budget of 1952. Although weather con- 
ditions during the summer were mod- 
erately cool, the impetus and drive 
which characterized start of the season 
together with the revitalized outlook 
on the part of the members of the 


industry set a tempo which carried 
the year 1952 through to a successful 
conclusion. There has been a 


happier and healthier outlook of the 
bottler upon his industry which stems 
from the bettered earning 
the industry. It may be significant to 
report that a 
Saskatchewan have made plans for and 


power in 


good many plants in 
are now in the process of the physical 
re-equipment of their plant facilities, 
many of them with enlarged produc- 
tive capacities. This in itself is some 
reflection of last year’s achievement 
and is also the keynote for the fu- 
ture.” 

C. W. Boorman, President, Ontario 
Bottlers of Carbonated Beverages 


“We in Ontario experienced excep- 
tionally good weather during 1952. 
The result of course was a market 


upswing in the sale of our products. a 
This increase in volume plus the extra 
profit made possible by the reduction 
in the Excise Tax and the decline in 
the price of sugar, made 1952 the most 
profitable year enjoyed by our bottlers 
As we 


for a number of years. 


face 1953 I would say that our Indus- 
try is in a better position than for 
some years. Bottlers are taking the 





opportunity to enlarge plants, pur- 


MILESTONE .. . 


National Bottlers’ Gazette's representa 
ever who would sound a note of cau- neg ee Cee ae 
month. He and Mrs. Bernstein enter- 
tained many of their friends in the 
Canadian beverage industry in a Sil- 
ver Celebration at their Toronto home. 


chase new equipment and make gen- 
eral improvements. I find those how- 


tion in this atmosphere of optimism. 


Because our Industry has come 


through a_ particularly prosperous 





year we cannot and must not slacken 
Hires Sales Show Increase 


The Charles E. Hires Company Ltd., 


our sales effort. Better sales training 


and management will be more essen- 
for the quarter ended March 31, 1953, 


$28,799, 


tial than ever to maintain and increase 


our volume. We must be ever on the has reported sales of com- 


alert for new outlets and new methods pared with sales of $22,462 in the 
comparable period a year ago. 

For the 
March 31, 


against $43,341 in the similar period 


of reaching the public with our prod- 
period ended 


$59,608, 


uct. With an ever increasing popula- six-month 


tion and a rapidly expanding econ- sales totaled 


omy, our per capita consumption po- 


tential is far from being reached.” in the preceding year. 








THE IDEAL 








Features . . 
handle . . . easy rolling . 


maintenance cost 
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Time-Labor- Money 
Red Arrow, the truck built with the operator in mind. 
. quick automatic action . 


Machined standardized parts and bolted frame make 


In time and manpower saved, pays for itself 
many times a year. 


RUCKS — 
2423-31 SPRING GROVE AVE 


INCORPORATED 
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real McCoy! 


Kids love SUN SPOT! 
Grown-ups 
te love SUN SPOT! 


America loves 


SUN SPOT! 


SUN SPOT SELLS! 
Find out why SUN SPOT 


bottlers are our best 


dl 





- <= 





— 


. . positive safety 
.. easy lift . . easy steering. 
practically nil. 


vertisement. For complete 
details 


SUN SPOT CO.OF AMERICA 
1900 RIDGELY ST., BALTO.30, MD. 


aa 


wrife to 


Write for Bulletin XX1 


CINCINNATI 14, OHIO 
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PARTIAL LIST OF DISTRIBUTORS: 


Rochester, N. Y. 
Pittsburgh, Pa. 
Philadelphia, Pa. 
Buffalo, N 
Alameda, Cal. 
Baltimore, Md. 


Cramer-Force Company 
Standard Box Company 
Treen Box Company 


Edgewater Sales Org. 
Acme Box Co. 


...+» PARTITIONS 
THAT ACTUALLY 


REDUCE BOTTLE BREAKAGE! 


The rugged construction of FIBERLOX Partitions 
assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 
Fibre partitions, they are immediately available 
in either stock sizes or to your specifications. 
Write today for complete information. 


PAPERBOARD PRODUCTS, Inc. 


PORTLAND 2, MAINE 


Union Paper & Twine Co. 





Quality On Wheels 

Because product quality has a direct 
bottler 
is devoting much attention to 


relation to sales, every astute 
today 
quality control. In this, many fran- 
chise bottlers have the support of ex- 
pert technicians assigned by the par- 
“make the 
of plants and help bottlers avoid and 
Some 


parent companies even have traveling 


ent companies to rounds” 


eliminate production pitfalls. 


the seven mobile units are salesmen 
of science and tools to be used toward 
making each Pepsi-Cola plant a better, 
more profitable 


more efficient and 


operation for the individual bottler. 
The traveling scientists are a service 
for the bottlers 
teachers and a means toward 


aides, consultants, 
main- 
taining Pepsi’s quality and high 
standards. 


Most important of all, the 


the traveling laboratories devote their 


men of 








WH help you with | 
| your Bottle Washing! 
| 
| 





It can pey you to call in the DiAMOND 
Technical Serviceman. Often he can 
recommend more economical methods, 
newer cleaners that can save you 
money. This service is free. Call your 
nearby DIAMOND sales office. 


y ™ 
DIAMOND 


<> 


CHEMICALS * 





DIAMOND 
TECHNICAL 
SERVICE 


DIAMOND CLEANERS 


DIAMOND ALKALI CO. 
Cleveland 14, Ohio 














laboratories in the field to assist their ; Miers 
time to sitting down with the bottler, 





edddditirs 


bottlers. Pepsi-Cola is one of these, ee } a 
- 6 bw , explaining the results o ielr tests, ae 
and a brief description of the work . SS 
. on the conclusions they have made and a 
and functions of its mobile labs ‘ , 4, 
: 3 : the expected effects of their recom- j . ’ 
typical of the services offered by other - ; > 
: , : mendations. The bottler is told the <> 4 < 
parent firms——follows: * sa nt vole ; oom 
a aha why” of things—why certain stand- a; 
Pepsi-Cola’s blue and white travel- : ; a 
been set for storing sugar; 


, ; me ards have 
ing laboratories bring scientific de- = : 
why a more efficient arrangement of 





tectives right to the bottling plants to : 
Seven blue and white trailer laboratories are “delivering” 


bacteriological chemists and equipment engineers to 
Pepsi-Cola bottling plants throughout the United States. 


piping is necessary; why caustic tests 


solve the lailv-—th 
aay e 


mysteries behind spoilage, 
. are made reasons behind 
mechanical breakdowns, foaming, ex- 


; he standards and processes suggested : : , 
cessive bottling breakage, improper the standards and pro aoe The picture above shows the interior of the 22-foot overall 
ied. oee aad every nrobie hict by Pepsi-Cola Company. The tech- custom-built laboratory where William Labian, engineer. 
yield—any and every problem which and Roland James, chemist are working. 


nicians bring bottlers up-to-date on 





may plague the individual bottler. 


The traveling technicians are defi- manufacturing techniques and methods ation, sanitation and handling. bottlers to call a visit from the mobile 


maln- The discussion and advisory session upit a “liberal education and a profit 


leads the 


nitely not company inspectors or which include sterilization, 


critics. The fourteen men who operate tenance, plant layout, machinery oper- with the bottler is what on plant sanitation.” 





“| SWITCHED TO 


SQUIRT ‘ 


Says Mrs. Robt. Fredricksen, 
801'2 E. Wilson, Streator, III. 


Bottle washing problems differ. That’s why NIAGARAS 
are ‘‘custom-made” . with over 20 years of specialized 
experience in bottle-washing requirements. . . . There's 
a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 


Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters solution 
water every fev minutes and discharges contamination, Two com- 
partment; makes its own rinse pressure; saves water. Completely 
welded, no castings, no breakage. 


NIAGARA BOSSLE WASHER MFG. CO. 


225-27 FIRST STREET TOLEDO 5, OHIO 





Write for 
Franchise Information 


THE SQUIRT COMPANY 


202 South cxgnpssin.at Serve, Bevérly Hills, California 
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Industries (N. Y.) single-flavor cup soft drink 
vendors strategically spotted throughout the ship. 
During a recent month, the machines rang up some 
37,000 soft drink sales, with three of the 1400-cup 
Lyons seeing action in the heavy-duty mess area, 
and three of the smaller 500-cup Lyons utilized 
in the recreation area and officers’ and petty 
officers’ quarters. Supplementing service at the 
soda fountains, which are open from 8 A. M. 
to 9 P.M., the half dozen vendors function round- 
the-clock to provide thirst-quenchers for air and 
crewmen. 


Adds Automatics, Ups Volume 

At Gastonia, N. C., the Orange-Crush Double- 
Cola Bottling Co. has added some automatic ven- 
dors to the standard selective. models it utilizes. 
In addition to Orange-Crush and Double-Cola, this 
firm also vends such products as NuGrape, Cheer- 
wine and Old Colony flavors, priced at a nickel. All 
‘equipment is sold outright to a varied group of 
outlets, and John C. Peden, the plant’s sales man- 


ager, notes that they “have a large number of 


vendors on location and they certainly increase 
volume on all drinks.”” The company recently added 
some fully-automatic 4-flavor ChoiceVends (Hart- 


ford, Conn.), and Mr. Peden reports that these 


six-case machines have registered a record volume. 


Summer & School Sites 

With the arrival of summer, many school sites 
shut down, giving bottlers an opportunity to paint 
and overhaul coin coolers; and some plants then 
shift such equipment to seasonal traffic spots, such 
as resort areas, amusement outlets, etc. However, 
summer sessions are also part of the educational 
market, and, in larger communities, several schools 


in a system generally remain open to provide 








SMALL TALK. TOP SALES 


Small town service stations (like barbershops) are fre- 
quently a social gathering place where folks meet to 
discuss the day’s doings and take time out for a soft 
drink. In a typical outlet at Reidsville, N. C., the Big 
Bill Bottling Co. has found this multi-flavor Ideal 
(Bloomington, Ill.) machine a volume-builder for its 
varied line. 








THIS SPACE 
RESERVED FOR 
iT re, 
An ; a fone rte, , 
Cee */ DISPENSER CO. @ 
REE BLOOMINGTON, ILLINOIS 


TO ADVISE 


a} 


Yor; © 


“ie at 


? 
BOTTLERS, A * 4 tie ve MINDED, 


IN “DEEDS” AS WELL AS “WORDS” 


WHO HAVE 
HESITATED TO QUALIFY 
AS 
DEALERS FOR IDEAL EQUIPMENT 
THAT 


IT IS NOT TOO LATE TO QUALIFY EVEN 
THOUGH ONE HALF OF THE 1953 SEASON IS GONE. 








WHY NOT 


QUALIFY 


SO THAT YOU TOO WILL RECEIVE 
“2 PROFITS INSTEAD OF ONE” 
FOR THE LAST HALF OF 1953 








DON’T BE AFRAID 
OF THE 
BIG, GREEN-EYED MONSTER 


COMPETITION 


“THE SINGLE FLAVOR VENDER” 


THE GREEN-EYED MONSTER 
DOES NOT EXIST 


WHEN YOU ARE 
A DEALER FOR IDEAL EQUIPMENT 


PHONE 8078, WIRE OR WRITE BLOOMINGTON TODAY 












SILENT SALESMAN IN THE SHOE SHOP 


In shoe repair shops, where patrons wait while a heel 
is fixed or a sole repaired, coin coolers register good 
impulse business; and such spots generally feature a 
shoeshine stand which attracts additional traffic. Locale 
here is in Wilmington, N. C., where a Vendo V-83 
(Kansas City) plays the role of “silent salesman”. 





“make up” courses. Though these sites operate on 


a shorter day schedule, they can produce top vendor 


volume. Colleges are particularly good outlets dur- 
ing their summer sessions, though registration is 
below that of the regular semesters. Several bot- 
A-1 in the 


tlers rate teachers’ colleges warm- 





p ENN Crowns 


SPECIAL 
or STOCK 





SPOT 
or REGULAR 





PENN 


1155 Manhetton Ave., Brooklyn 22, N. Y. 





For more than 20 years a reliable 
source of supply for precision-made 
handsomely lithographed CROWNS 
for the bottling industry. 


We also 
manufacture 
Screw caps 
from 18mm 
to 89mm. 


CORK & CLOSURES, INC. 
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weather category, not only as a primary market, 
but because such installations condition the teacher 
(and supervisory personnel) to accepting the soft 
drink machine as a school convenience. 


Industrial Infeeding 


An article in the May issue of Modern Industry, 
titled “Food Vending In The Factory,” makes the 
point that coin operated cafeterias (which include 
soft drink cup or bottle machines in their line-up) 
can cut management costs and serve better; and 
forecasts that such set-ups promise “‘to become an 
important trend in 1953.” The feature story dis- 
cusses in detail the experiences of RCA Victor in 
its Camden, N. J. plant, where automatic merchan- 
disers replaced a cart feeding system. Some 22 coin 
operated food stations are now in action, with over 
560 machines of various types (ranging from 
sandwiches to beverages) meeting employee needs. 
Of these, over 50 are single-brand Coca-Cola bottle 
units while 6 are 3-flavor Canteen cup vendors. 
The coin coolers carry a multi-color eye-catching 
sign headed “Safety First” and requesting patrons 
to “Put Empties In The Rack.” The article takes 
the view that automatic merchandising has advan- 


tages for the following types of plants: (1) the 


plant with inadequate floor space; (2) the small 







FOR THOSE WHO PREFER 
LIME-SODA TREATMENT 





COAGULANT REACTOR 


OUTSTANDING FEATURES 


. Thorough Mixing. 
Long Reaction Time 
. Unhurried, Positive Flocculation 

















. Roofed Discharge Nozzles Prevent Short- 
Circuit Water Paths. 
. Sterilization Accomplished After Floc Has 


Combined with Organic Matter 

. Lime, Alum, and Chlorine Handled at Floor 
Level. No Climbing or Hoisting 

. Full Automatic Controls, including Slurry 
Removal. 


Write for this Descriptive Catalog 


Details on the complete line of AquaMatic products 
are covered in the 20-page catalog ‘Water Treat- 
ing Equipment’. Write us for a copy 


AUTOMATIC torr oration 


2412 GRANT AVENUE, ROCKFORD, ILLINOIS 


~ a wo &wN— 
























concern unable economically to operate a standard 
cafeteria; (3) the big factory broken into many 
scattered units for which no central eating place 
is possible; (4) the company with short lunch 
hours and correspondingly high peak loads, but 
no means of staggering time-off to eat; and (5) the 
plant operating night shifts too small to warrant 
off-shift cafeteria service. Since it’s important to 
instill worker confidence in the vendor’s abilities, 
if a machine fails to deliver merchandise, a desig- 
nated employee in each department at RCA Victor 
can make refunds. He keeps a record on a rebate 
slip to insure that the system will not be abused, 
and also to enable the company to obtain the money, 
in turn, from the vending concern. 


Refreshed Workers Kept Alert 

Metal mills have always been good soft drink 
vending locales, and the 8 plants operated by the 
Reynolds Metals Co. to turn out aluminum in Louis- 
ville, Ky. are no exception. Here, over 35,100 em- 
ployees are served by some 28 coin coolers, strategi- 
cally around the buildings. Notes 
president W. G. Reynolds: ‘“‘We are proud of our 
Safety record at Reynolds. Refreshment from ice 
cold Coca-Cola on the job makes our employees more 
our safety 


spotted vice 


alert, and alertness contributes to 


program.” 


MATHIESON DRY ICE 





Get this quality Dry Ice from one of the following 
reliable, speedy-service Mathieson Warehouses: 
Atlante, Ga Memphis, Tenn 
Baltimore, Mu Nashville, Tenn 
New Orleans, la 
New York, N.Y. 
Norfolk, Va 
Philadelphia, Pa. 
Richmond, Va 
Saltville, Va 


Birmingham, Alo 
Charlotte, N. C 
Chattanooga, Tenn 
Greensboro, N. C 
Jacksonville, Fla 


Knoxville, Tenn 
Washington, D. C. 























Build your future with the KIST FRANCHISE 
for details write 


CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago 11 
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PAUSE FOR THE PRESS 


Newspapers, operated on odd-hour shifts, are good sites 
fer the all-hour vending abilities of coin coolers. In 
the composing room of the Dallas Morning News, 
employees “take a breather” in putting the day’s 
events into type and enjoy a cold Dr. Pepper from this 
SelectiVend. 









1 Year Score: 300 Vendors 

Covering a northwestern Ohio territory that takes 
in seven and a half counties, the Seven-Up Bottling 
Co. of Napoleon, O., a Maher operation, has worked 
up a first-rate automatic merchandising program 
during the past four years. This plant now has over 





GAS PRESSURE 
ALARM 


Eliminates 
Low Carbonation 
Gives Instant 
Warning When Gas 
Pressure Drops 
Over 2 Pounds 


No More Fiat Drinks! 


CROWN 
ALARM 


When Crown Flow 
Is Interrupted 
Micro-Switch 
Gives Instant Warning 
No More UNCROWNED 
Bottles to Replace 
Write for 
Full Information 


KEENLINE EQUIPMENT CORP. 








209 Lake Drive 
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THE SQUIRT COMPANY 
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Oshkosh, Wisconsin 


300 vendors on location, representing better than 
one coin cooler for every six dealers in the area. 
A full-time employee is assigned to service vendors 
and coolers (there are about 400 of the latter manual 
units in use), and he also handles deliveries of such 
equipment, using a 1l-ton Chevrolet equipped with 
a hydraulic tailgate. . 


Store Promotion Ups Vendor Sales 


Vendors in supermarkets can work a two-way 


street saleswise: Just as the coin cooler or cup 
machine registers impulse sales with shoppers to 
induce take-home carton and case trade, so a store 
beverage drive makes the public drink-conscious, 
boosting vendor traffic. For example, the Dr. Pepper 
Bottling Co. of Lynchburg, Va. ran a free flower 
seed premium promotion at a local food market, 
primarily aimed at stimulating carryhome volume. 
Over a single weekend, 378 cases of Dr. Pepper in 
cartons were sold, while a nearby 10-case Vendor- 
lator (Fresno) racked up hundreds of “plus” on- 


premises bottle sales. 


Plant Show Sells Machines 


Plant visits can be turned into a sales medium for 





QuiKold 


ELECTRIC AND ICEe eX 


MODEL 
1400-WD 
ELECTRIC 
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It pays to offer your outlets the 
very best—the pioneer, proven 
QUIKOLD line that's 

= right—priced right. 
Choice of many 
models, ice and 
electric. 


engineered 





S33, Vienuluyers, Ine. 


Pr Oo. BOX 1047 * LIMA, OHIO 





moving coolers and vendors, and a recent Cooler 
Show held for 3 evenings by the Quaker State 
Bottling Co. at Bethiehem, Pa. 
machine and the prospect can be brought together. 
Each of the plant’s 15 


shows how the 
route salesmen presented 
printed invitations to his 30 best prospects, and 
these were followed up with mailed reminder cards. 
As a result, of the 450 dealers invited, 121 attended 
and many brought their wives and families, boost- 
336. Plant 


“excellent 


ing total show attendance to manager 
Roy A Wood 


each dealer who attended came to be sold a cooler.” 


rated the response since 
Models of various coolers and vendors were on view 
in the plant Showroom, carrying an easel-type card 
bearing such data as price, capacity, etc. Invitations 
were dated so that a route salesman would not have 
more than 10 of his dealers at a single evening's 
showing, enabling him to personally confer with 
each prospect and give a demonstration of a ma- 


While 


many 


chine, its merits, trade-in possibilities, ete. 
itself, 
more were made on subsequent calls at the pros- 


some sales were closed at the Show 
pects’ outlets. Where possible, the route salesman 
took his guests on a personally conducted tour of 
the plant, which was kept in operation during the 
7-9 PM showing, and guests were also served a light 
buffet and given souvenirs. 


WILL INCREASE SALES 
FOR YOU! 


Every day—every month—for over a quarter of a century... 
QUIKOLD coolers have increased sales of bottled drinks! Invit- 
ing appearance, easy accessibility, just right cooling for 
thirst satisfaction offered by QUIKOLD units build steady sales 
volume for both retailers and drink bottlers. Why not put 
QUIKOLD coolers to work increasing sales for you too? 


STANDARD OF QUALITY FOR OVER 26 YEARS! 


COUPON NOW FOR 
COMPLETE DETAILS! 


MAIL 


Gentlemen 


Without obligation please send complete information 
and prices on all QUIKOLD models. 
NAME - 
ADDRESS 
CITY STATE 
— EPI ME MICAS 
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HOW VEKO QUALITY 


WORKS FOR YOU 





#1 of a series 


PRESSURIZED 
BLENDING 


makes your drinks 


SMOOTHER 


Every ingredient in a Veko flavor is selected and tested 
to mate perfectly with all other ingredients in the flavor 
and in the finished beverage. Then the ingredients are 
fused to give you a smoother drink that will hold 
delicate flavor and bouquet longer. 


This is just another of the important differences that 
make every VEKO flavor a better flavor. 


Try these . 


MONTREAL PALE DRY 


. (contains color) 


#2000 ORANGE BASE 


Top quality juice in vacuum cans (1-17) 


#1855 ROOT BEER 


k oz. (creamy & foamy with color) 


#1613 LEMON & LIME 


2 oz. (ce loudy & colored ) 


#1574 QUININE WATER 


oz. original formula (crowns available) 


Write today ! ! ! 


Vek. Hatns 








mm, Ine. 


329 CANAL STREET . NEW YORK 13, NY 














Overall view of the Ster-O-Matic, the first fully automatic chocolate sterilizer. It will 
handle 120 cases, or 2,880 bottles, per hour. According to manufacturer, Kol-Flo 
Kooler Co., unit will enable chocolate bottlers to step up production at sharply 


reduced costs. 


First Fully-Automatic 
Chocolate Beverage Sterilizer 


New unit, easily hooked up to 
existing bottling line, handles 
120 cases per hour and offers 
substantial cost savings. ... 
Broader and more intensive 
activity in chocolate beverage 
field now anticipated. 


‘Tus first fully automatic chocolate 
sterilizer—one of the major bottling 
equipment developments in the past 
ten years—has just been announced by 
the Kol-Flo Kooler Company, Bayonne, 
N. J. The first unit will be installed 
in an eastern bottling plant this month 
with the manufacturer now ready to 
go into full-scale production. 

The machine, result of five years of 
development and experimentation, plus 
months of ‘‘on-the-line” testing, makes 
possible completely automatic produc- 
tion of bottled chocolate beverages for 
the first time, in addition to insuring 
quality control of the chocolate prod- 
uct. For this reason, the industry’s 
output of chocolate beverages, and 
the number of bottlers involved in 


their manufacture, are now expected 
to rise sharply. 

Trade-named the “Ster-O-Matic” 
Chocolate Sterilizer, the unit has the 
overall appearance of a bottle washer, 
and is 27 feet long, 42” wide and 8!» 
feet high. It can handle 120 cases, or 
2,880 bottles, per hour. Through sim- 
ple conveyor and electrical hook-up, 
it becomes an integral part of the 
existing bottling line. Here is how the 
machine functions: 

Filled and capped bottles, with the 
contents pre-heated to 140° by a steam 
heat exchanger supplied with the steri- 
lizer, are transported directly from the 
filling machine via conveyor to the 
automatic sterilization unit. The bot- 
tles are picked up by a revolving feeder 
(see photo) which delivers them hori- 
zontally onto a continuous cable con- 
veyor inside the machine. The moving 
conveyor “pockets” in which the bot- 
tles are placed pass slowly under a 
battery of heat supplying infra-red 
lamps; the “pockets” are specially de- 
signed to gently revolve the bottles 
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and agitate the contents. This revolv- 
ing-agitating action permits even heat- 
ing of the contents and prevents cak- 
ing of the chocolate. 

There are three basic steps in Ster- 
O-Matic’s performance: 

1. Inside the first chamber of the 
sterilizer, the bottles are slowly 
brought up to a temperature of 242°. 
This “heating up” process lasts five 
minutes. 

2. For the next twenty minutes, the 
bottles pass through even-heat cooking 
chambers, with the temperature ther- 
If the 
temperature begins to climb above 


mostatically controlled at 242°. 


242°, two evacuators atop the machine 
instantly begin to function, automati- 
cally eliminating the excessive heat. 

3. For the next five minutes the 
temperature is gradually reduced to 
210°. This is just below boiling point 
pressure of 212°, eliminating the pos- 
sibility of explosion when _ bottles 
emerge from the machine into air 
temperature. (This is the final cooking 
cycle in the first Ster-O-Matic. How- 
ever,the firm is prepared to add a 
complete after-cooling cycle to the 
machine, as optional equipment. ) 

This optional “cooling off’ process 
will bring the temperature down from 
210° to about 8&0 


room temperature), and allow the bot- 


(much closer to 


tles to pass directly from the sterilizer 
into an automatic caser. 

In the initial machine, the bottles 
emerging from the unit at 210° can 


pass onto an accumulating table or be 








— «see sO es ee 


— —— 
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Inside the machine, bottles travel hori- 
zontally on a continuous cable con- 
veycr, passing under a battery of heat- 
supplying infra-red lamps. As they 
travel, bottles are constantly revolving 
and contents are slowly agitated; this 
permits even heating of contents and 
prevents caking. (Panel doors were 
opened for this photo.) 




















Front view of the chocolate sterilizer, 
showing the revolving feeders which 
pick up bottles from conveyor line and 
deliver them horizontally into the unit 
for “cooking”. Note that all dials and 
gauges are in full view of machine 
supervisor. 





manually picked off the conveyor and 
loaded directly into cases. 

Ster-O-Matic designers, John Kos- 
tura and Nathan Cooper, point out 
that the unit, handling a steady 120 
cases per hour, requires Just one-man 
supervision, while with present-steam 
retorts, four to six men are required 
to handle a similar production flow. 
Further, it has been found that pro- 
duction tends to fall off after the first 
few hours because of the extremely 
heavy and tiring manual processes in- 
volved in the steam retort system, they 
declare. 

The company claims that another 
important advantage of the “‘Ster-O- 
Matic” is that “it is always ready for 
duty”. Many plants have found that 
men simply do not show up for work 
on chocolate bottling day. 

Ster-O-Matic, the firm adds, em- 
bodies all features that chocolate bot- 
tlers would require in an automatic 
production unit. 

eit has full opening panel doors 
running the length of the sides for 
easy cleaning and maintenance. 

© A transparent, unbreakable plas- 
tic front viewer and “peep” sights in 
the back enable the machine super- 
visor to inspect the sterilization proc- 
ess without opening the panel doors 
and without halting the operation. 

e The large instrument panel is in 
full view of the operator. 

e If a bottle breaks during the cook- 
ing process, the broken glass auto- 
matically falls to full-length metal 


trays directly below the cable con- 
veyor, thus permitting continuous 
operation. However, the company 
points out that only defective bottles 
could possibly crack during the cook- 
ing process. 

The automatic sterilizer, completely 
wired at the factory, will be shipped 
as a package unit. Further data and 
specifications may be obtained by writ- 
ing to the Kol-Flo Kooler Co., 445 
Avenue “C”, Bayonne, N. J. 


Nesbitt's Adds 19 Bottlers 

Nesbitt’s Fruit Products, Inc., Los 
Angeles, Calif., recently announced 
the addition of nineteen new bottlers 
to its franchise chain. 

The new Nesbitt’s plants are lo- 
cated in: Harlan, Kentucky; Fargo, 
North Dakota; Adrian, Flint) and 
Marysville, Michigan; 
Ohio; Pipestone and New York Mills, 
Minnesota; Clifton, Arizona; Mason 


Cincinnatl, 


and Abilene, Texas; Rhinelander, 
Wisc.; O'Neill, Nebraska; Kingsport, 
Tenn.; Newport, Oregon; Cedar Rap- 
ids, lowa; Manchester, N. H.; El Cen- 
tro, Calif., and Glendive, Montana. 


Foster-Forbes Prexy Elected 
Head of Glass Makers' Group 


John M. Foster, president of Fos 
ter-Forbes Glass Company of Marion, 
Indiana, was elected president of the 
Glass Container Manufacturers Insti 
tute at the group’s recent annual 
meeting in White Sulphur Springs, 
W. Va. 

The Institute consists of 78 mem- 
ber companies, 38 of which are glass 
manufacturers and the remainder con 
sist of cap and closure concerns and 


suppliers to the industry. 


Sugar Rationing Ended in 
England; Sales Fight On 


The end of sugar rationing in Eng 
land has set off a mighty sales strug- 
gle among soft drink bottlers. 

Bernard Harris, writing in a recent 
issue of The London Sunday Evpress, 
noted that increased production of 
soft drinks in England has imperiled 
the market advantayve lony enjoyed by 
beer makers. 

Beer drinking in Britain, Harris 
writes, is down to an average of 140 
pints a head a year, “‘the lowest since 
1938.” 


































































Firs IN SALES! 


Firs IN QUALITY! 


a 


First IN ACCEPTANCE! 


People the country over are ask 
ing for Nesbitt's by name because 
it's the bese tasting and the most 
extensively advertised. drink of 
its kind in the country, Our rep- 
resentative will be glad to call 
on any interested bottler in any 


open territory 


NESBITT FRUIT 


PRODUCTS INC. 
2946 EAST lth STREET 
LOS ANGELES 23, CALIF. 





Dad's Debuts No-Deposit Quart Bottle 


Tur Dad’s Root Beer Company, Chi- 
cago, has begun to use a new no-de- 
posit, no-return bottle. The new Dad’s 
throw-away is available in the full 


quart “Mama” size bottle and the styI- 
ing is identical to the regular return- 
able bottle. The only difference is that 
the new bottle is made of clear glass 


as opposed to the regular amber shaded 





wards leadership . 
few short months. 


peal 
lime field 


orful green bottle 


4 42% more 


,) Kt 


a celle UM Aggressive manage- 
, f \ ment 
(UD) 
* / There's still time to ride 
7 } a WINNER in 753 . 
fo Write, wire or phone 
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Seldom in beverage his- 
tory has any product 


made such strides to- 


REASONS WHY 


M Unmatched taste ap- 


4 Fast-growing lemon- 


U New “King Size” col- 


Y Special bottler pro- 


BUBBLE UP CORPORATION 
1015 So. Washington St. 
PEORIA, ILLINOIS 





bottle. This move was made as a safe- 
guard against the possibility of driv- 
ers or dealers making errors when 
empties are collected. 

The throw-away bottles are packed 
in attractively imprinted cardboard 
cartons which are so made as to serve 
a multiple purpose. The carton was 
designed to tell the no-deposit story at 





2514 


a glance, act as a price marker, and, 
most important, it was engineered so 
that it can be cut along dotted lines 
and thereby automatically turned into 


Dad's new throw-away “Mama” bottle 
is clear glass in place of the regular 
amber to avoid errors when empties 
are collected. 


The new throw-away cartons are de- 
signed to act as both a price-market 
and display case. 


A few samples of the special no-return 
point-of-sale material which was pro- 
duced so that the throw-away story 
makes a strong and immediate im- 
pression. 


a self-serving display case which is 
placed right on the dealer’s floor. 

Shown here a few of the special 
pieces of point-of-sale material devel- 
oped in support of the new package. 
Hard-hitting in application, the easel 
card, streamer and bottle-collar have 
heen designed so that the no-deposit 
message is the first impression to be 
made upon the reader. Dealers are 
most receptive to these pieces as they 
realize their customers must be aware 
of the product before they will buy it, 
especially when something brand-new 
hits their stores. 

Dad’s bottlers are reported inter- 
ested in the non-deposit because of its 
ease of handling for them as well as 
‘or dealers and consumers, less inven- 
tory headaches and soaker costs. Those 
who are on the street with it report 
that reception has been better than 
anticipated and that volume has been 
given a real “shot-in-the-arm.” They 
ire particularly anxious to push the 
new Dad’s throw-away bottle at this 
time because the added volume repre- 
sents, in part, new users of the prod- 
uct and, going into the season sam- 
pling of new users becomes a factor of 
paramount importance. Actual statis- 
tics will be made available by the com- 
pany as soon as they are gathered. 








THROW 

AWAY- 
NO DEPOSIT 

BOTTLES 


"THROW Awar 
NO DEOOSIT BOTTLES 





The decision to enter this new realm 
of beverage activity was not entirely 
decided upon by top-level executives 
of the parent company. The company 
feels that decisions to embark upon 
new approaches to marketing func- 
tions emanate from the man, woman, 
and child on the street who constantly 
dig into their pockets and purses in 
support of the product. All during the 
planning and production stages of the 
new package, a constant flow of letters 
were received by the company from 
ill levels. Dad’s bottlers were anxious 
‘o bottle a no-deposit package, chain 
and independent grocery operators 
vere eager to handle it, and consumers 
throughout the nation wanted to buy 
it. Thus far, each factor has held up 
its own end and all concerned are very 
pleased with the entire matter. 
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PRICE PICTURE 


(Continued from page 10) 


Cities 





Marquette 
Bay City 
Grand Rapids 
Saginaw 

Flint 

Lansing 
Jackson 
Detroit 
Kalamazoo 


Cities 





Greenville 
Vicksburg 
Meridian 
Jackson 
Laurel 


Columbus 
Grenada 


Cities 





St. Joseph 
Hannibal 
Kansas City 
St. Louis 
Sedalia 
Jefferson City 
Springfield 
Joplin 

Poplar Bluffs 


Cities 





Great Falls 
Helena 
Missoula 
Anaconda 
Butte 
Billings 
Havre 


Kalispell 


Cities 





North Platte 
Grand Island 
Omaha 
Lincoln 
Scottsbluff 
Norfolk 
Columbus 


Fremont 
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MICHIGAN 
6-8 oz. 10-12 oz. Quarts 
1.25 1.50 1.50—1.80 
90-1.12 1.10-1.25 1.44-1.60 
.90-1.00 1.25 1.35-1.90 
.90-1.00 1.10-1.25 1!.44-1.60 
.90-1.00 1.10-1.25 i.<41.60 
90-1.00 .96-1.25 1.25-!'.60 
96-1.00 1.10-1.25 1.20-1.85 
96-1.12 1.10-1.25 1.45-1.60 
90-1.00 .98-1.25 1.35-1.85 
MISSISSIPPI 
6-8 oz. 10-12 oz. Quarts 
.80 .80 .80 
.80 .80 .80 
.80 .80 .80 
.80 .80 .80 
.80 .80 .80 
.96 .96 .96 
1.00 1.00 1.00 
MISSOURI 
6-8 oz. 10-12 oz. Quarts 
80- .96  .80-1.00 
80- .96 § .96—-1.10 
.90— .96 96-1.10  .90-1.65 
96 .96 
85-1.00 .90-1.10 
.80 80- .96 
80- .96 .80- .96 
MONTANA 
6-8 oz. 10-12 oz. Quarts 
1.20 
1.20 1.75 
1.20 1.40 1.65 
1.20 1.20 1.70 
1.20 1.20 
80-1.20 .80-1.20 2.40 
1.20 1.95 
1.50 1.50 2.00 
NEBRASKA 
6-8 oz. 10-12 oz. Quarts 
1.20 1.20 
1.20 1.20 
.80 .96 
1.20 1.20 
1.30 1.30 
1.20 1.40 
1.20 1.40 
.80 .80 





























































Why Pack Cases the Hard Way? 


Save Operators 
Salary! 


* END DRUDGERY 
* PACK CASES FASTER 


0 Indtall a 


MILLER 
HY DRO 


AUTOMATIC 
CASE & CARTON 
PACKER 


| BEST WORKER 
IN ANY PLANT 


FOOL PROOF! 
— half or full 


6 or 12 cartons of 








. Packs splits & pints 
depth cases — 
wood, metal or plastic. 

Since MILLER HYDRO introduced 

its automatic CASE and CARTON 
PACKER, a tedious, hard job has 
been revolutionized. Bottlers are 
counting the savings it means, and 

the old days of hand packing are 
rapidly reaching their end, There are many 

sound reasons why it pays to install a 

MILLER HYDRO CASE PACKER. Let us 

send complete information to you! WRITE 


TODAY 


LLER 


LE WASHERS @ WILL 
LER-KENDALL MIXERS \:' 
ULATOR TABLES 


MILLER HYDRO Bort 
a HYDRO CONVEYORS ® Mil ss 
W LIGHTS ® MILLER HYDRO ac 





Serving Bottiers 
Since 1913 


CASE PACKERS ® MILLE 
MILLER HYDRO INSPECTIO 










Hot weather rush or mid-winter lull. . . 
THE SPEED YOU NEED with 


Cem Built-in Expansion 


CEM FILLERS 


such approval 
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7 O2. 95 to 170 BPM 




















eT Bin! ay te | FE ts ae 
SPEED RANGES 
BOTTLE 
SIZES CEM 6-28 CEM 4-20 
6 oz. 100 to 180 BPM 60 to 120 BPM 


58 to 114 BPM 
53 to 102 BPM 
45 to 86 BPM 
36 to 72 BPM 
24 to 48 BPM 
21 to 42 BPM 
18 to 36 BPM 











9 oz. 85 to 165 BPM 
P 12 o7. 72 to 160 BPM 
q 16 o7. 60 to 120 BPM 
z 24 o7. 40 to 80 BPM 
2 28 oz. 35 to 70 BPM 
4 32 oz. 30 to 62 BPM 
) —_—— hae gre T33 





Bottlers the 
world over have 


invested in nearly 


must be earned! 


= nn ety — 


There’s many a bottler who has been wishing 
for a filler with this kind of flexibility. The 
new Cem in either size is really like having 
several machines built into one. During the 
summer months you can run at top speed 
with cooling equipment... then, when de- 
mand falls off, you can get the production 
you want with minimum cooling. And 


2000 





MACHINE SALES DIVISION « 


whether you’re running at top speed or 
slower, you can be sure of a high quality, 
uniform beverage at low cost per case. 


Cem “Built-in Expansion” is mighty 
desirable for the bottler who is growing, too. 
He can get along today with minimum cool- 
ing . . . then add capacity by simply increas- 
ing refrigeration . . . there’s no need to buy 
a new filler in a year or two. 


Get your Cem Representative to give 
you the complete Cem story, including the 
many exclusive advantages these new Cem 
Fillers offer you. 


Crown Cork & Seal Company 


BALTIMORE 3, MARYLAND 






Cities 





Reno 
Carson City 
Las Vegas 


Cities 





Santa Fe 
Albuquerque 
Roswell 


Hobbs 


Cities 





Albany 
Hudson 

Troy 
Schenectady 
Syracuse 
Binghamton 
Amsterdam 


New York City 


Cities 





Minot 
Grand Forks 
Bismarck 
Fargo 
Jamestown 


Devils Lake 


Cities 





Toledo 
Lorain 
Cleveland 
Akron 
Youngstown 
Lima 
Canton 
Columbus 
Springfield 
Dayton 
Cincinnati 


Cities 





Bartlesville 
Tulsa 

Oklahoma City 
Muskogee 
Okmulgee 
Lawton 
Ardmore 
Shawnee 


NEVADA 























6-8 oz. 10-12 0z. Quarts 
1.20 1.20-1.35 1.80 

1.30 1.30-1.35 1.80 

1.35 1.35 1.80 
NEW MEXICO 

6-8 oz. 10-12 0z. Quarts 

80- .90 .80- .96 1.45-1.60 

.80 80- .96 1.45-1.60 

.80 .80 1.60 

.80 .80 1.60 
NEW YORK 

6-8 oz. 10-12 oz. Quarts 

.96 .96-1.20 1.30-1.80 

96 1.30—1.80 

.96 1.30-1.80 

.96 .96—-1.20 1.30-1.80 

.96 1.30-1.80 

.96 1.30-1.80 

96 .96—-1.20 1.30-1.80 

.96~-1.20 1.20—1.80 

NORTH DAKOTA 

6-8 oz. 10-12 0z. Quarts 

.96-1.20 1.20 1.70-1.85 
1.20 

96-1.20 .96-1.10 1.60-1.75 

.96-1.20 .96-1.40 1.60-1.90 

.90— .96 1.25—1.75 
1.20 1.20 1.80 

OHIO 

6-8 oz. 10-12 oz. Quarts 

.65- .96 .80-1.10 1.30-1.65 

.96 1.45-1.60 

80-1.12 .96—-1.20 1.20—1.60 

80- .96 .96—-1.20 1.10-1.45 

96 1.20 1.45 

80- .96 § .80-1.12 1.10—-1.50 

80- .96 .96—1.20 

80-1.12 .96-1.12 .90-1.60 

80- .96 .80-1.14 1.40—-1.60 

80-1.12 .96-1.12 1.25-1.60 

96-1.12 961.12 1.36—2.00 
OKLAHOMA 

6&8 oz. 10-12 0z. Quarts 

.80 .80 

80- .96 .80- .96 

80-i.00  .80-1.20 

.96 .96 

80- .96 .80- .96 

.80 .80 

.80 .80 

.96 .96 
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OREGON 

Cities 6-8 oz. 10-12 0z. Quarts 
Astoria* 1.50 1.50 2.00 
Portland .90- .96 .96 1.25-1.75 
Salem* 1.40 1.40 2.00 
Eugene 1.40 1.40 2.00 
Roseburg 1.40 1.40 2.00 
Klamath Falls 1.40 1.40 2.00 
Grants Pass 1.30 1.30 1.80 
Medford 1.30 1.30 1.80 
Coos Bay 1.30 1.30 1.80 


* Except Coke at .90. 


SOUTH DAKOTA 





























[hice grateful people say: 


We're HERE ‘ae 
because you were THERE [” 
























Cities 6-8 oz. 10-12 0z. Quarts Each one of these people is alive today because some- 
one gave blood. 
i Fall .96 .96—1.2 ; iad 
ne rae thie If you've given blood before, you know how easy it is 
Communist machine-gun fire dropped him in —how quick and painless. And you know what a 
TENNESSEE combat. But whole blood kept him alive, saw q P , w y h ’ 
Ave wonderful feeling it is when you realize that what you've 
Cities 6-8 oz. [O..12 oz. Quarts him through the hospital. He thanks you for s eas: 
his life. done may give another person his life. 
Nashville 80 Now you are asked to give blood . . . again and again. 
a City , And you can do it safely every 3 months. 
noxvilie ° 
Jackson .80 Because America’s need for blood has increased 
Memphis .80 enormously—for our armed forces, for accident and 
Chattanooga 96 disaster victims at home, for new disease-fighting serums. 
TEXAS Many a life hangs in the balance! Will you help? 
Cities 6-8 oz. 10-12 oz Quarts Call your Red Cross, Armed Forces or Community 
Blood Donor Center today! 
Amarillo 85— .95 95 
Wichita Falls £0 .80 BUSINESS EXECUTIVES 
— = = v CHECK THESE QUESTIONS 
Ranger .96 .96 If you can answer “yes’’ to most of them, you—and your company— 
San Angelo 90 -90 1.30 are doing a needed job for the National Blood Program. 
Waco .80 .80 ts 
te = 2 Shei boon expoted 10 pol, A now arm ORS Ee CO Bees 
Del Rio .80 .80 Gamma Globulin, made from blood, helped BLOOD DONATIONS? DONOR PROGRAM? 
El Paso .80- .96 .96 1.20 ward off the dread disease. She thanks you 
. ‘OMP D EM. 
San Antonio .80- .90  .80 1.40 for her life. C) RNY RECOGNITION TO C) rroreesor YOUR COMPANY'S 
Beaumont 96 96 1.85 DONORS? PLAN OF CO-OPERATION? 
Houston 80-1 .00 80-1 .00 DO YOU HAVE A BLOOD @ yan: ORMATION 
Port Arthur .96 .96 © COMPANY? ee LETIN OR HOUSE MAGAZINE? 
Eagle Pass .96 .96 
RANG STED A 
Laredo .96 .96 OC WBLOODMOBILE MAKE REGU. C) DONOR PLEDGE CAMPAIGN IN 
Alpine 1 20 1.20 LAR VISITS/ YOUR COMPANY? 
Monahans 96 96 HAVE You SET UP A LIST OF 
: 0 S SC . 
— 96 46 Oi PLANS CAN BE MADE 
ubboc 20 .80 OR SCHEDULING DONORS? 
Remember, as long as a single pint of blood may mean the difference 
UTAH between life and death for any American. . the need for blood is urgent! 
Cities 6-8 oz. 10-12 oz. Quarts NATIONAL BLOOD PROGRAM 
Ogden* 1 00-1.40 1|00-1.40 1.60-1.80 
Logan* 0-11.10 .80-1.10 1 55-1.80 
Salt Lake City* 80-1.10 .80-1.10 1.55-1.80 
Provo .80-1.20 .80-1.20 1.55-200 
Richfield .80-1.40 .80-1.40 1.55-2 00 
Cedar C'ty 
* Coca-Cola at .80. . J 
V/ASHINGTON A tornado whipped suddenly across her home 
town. She was badly iniured by fa } debris. 
Citie: 6-8 oz. 10-12 oz. Quarts hud © ealth encietiek severdk traetlom 
a pulled her through. She thanks you for her life. Hi ’ ’ ; 
Yakima 96-1.40 .96-1.40  1.68-2.00 .. give it again and again 
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New Wheel Conveyor 
Adjustable to Meet Varied Needs 


The Alvey-Ferguson Co., Cincinnati 9, Ohio, is 
introducing a new type of gravity wheel conveyor, 
which has as its major feature the fact that the 


Close-up of the live rails. They can easily be picked 
up and moved... and quickly set up and arranged 
in any width and pattern. 





rails with attached wheels are separate and dis- 
mountable. 





SETHNESS 


Quality 
CARAMEL 
eo} Ke}: 


Setting the S 


All straight live rails are completely interchangeable, 
end for end, or from position to position. Live rail 
curves are interchangeable end for end—and reversi- 
ble for either left or right turns. 





They may be used wherever changing conditions 
require new set-ups and where speed of set-ups is a 
major problem. The rails are easily portable; they 
are light enough for anyone to lift easily and they 
are set into special stands which require no fast- 
eners. Complete sections are also available. 
combined in any of 18 different 
then dismantled and recombined 


They may be 
wheel patterns, 


as needed. 


Pre-Fabricated Bottling Plants 
Pre-fabricated bottling plants, available in any 

sizes or shapes to fit the soft drink manufacturers’ 

needs, are now obtainable through the Ferber Com- 





AllSize =~ 
Containers 
From 5-Gallon Pails 


-.- TO TANK 
CARS 


SETHNESS PRODUCTS CO 


1300 W. Division Sireet, Chicago 22, Illi 


Since 1880 


41-15 29th Stre 


wiaieeie ns 


ef, Leng Island City 1, N. 


Sith ES titans WEED Bi is 


Yes, now 
rotection 





5 STAR Half Lime and Lemon is a 
tangy, thirst-quenching blend 
that will appeal to your customers. 
Send for a free sample and let 5 STAR 
Half Lime itself. 


Disinfecting 
‘in- the PINK" , ee 


ORDER NEW DIVERSOL CX Today! 


state Because..."I’m a grocer, and 
in trying my stock of soft 
drinks, I found I liked Squirt 
better than anything in the 
cooler...” 


CHECK SQUIRT SALES... AND YOU 
WILL SWITCH TO SQUIRT TOO 


putv > 4 
.* Sh, 
- “ 
4 +—! oJ 


(f 
~ 
< f = 


- 
“meus 


and Lemon prove 





Write for — 
Franchise 
Information 


THE SQUIRT 
COMPANY 


BOTTLERS SUPPLY CO. 207 South Hamilton Drive. Beverly Hills, Colifernia 
3359 St. ClairAve , Cleveland, 0 — COPYRIGHT 1953. THE SQUIRT COMPANY 


QUININE A hit everywhere! 
WATER Write for 


LEMON Broug 


samples. 











THE DIVERSEY CORPORATION 


1820 Roscoe Street ° Chicago 13, Illinois 
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pany, industrial builders of Hackensack, N. J. The 
cost of a pre-fab building, according to Ferber, is 
substantially lower than that of new construction. 

The key to Ferber’s pre-fabricated plant is a 
modular bay of 30’ x 40’ with a clear height of 15’. 
This standard module provides maximum use, flexi- 
bility and economy, Ferber says, and can be assem- 
bled in any numerical combination or pattern to 
form the desired building. 

The “Moduleered” pre-fab construction method is 
suited for one-story buildings from 10,000 to 500,- 
000 square feet; further expansions, when desired, 
can be made by adding standard 30’ x 40’ units. 

Ferber has just printed a new brochure on its 
pre-fab building called “The Modular 
Method For Lower Industrial Costs.” For a free 
copy, write to the Ferber Co., 16 Johnson Ave., 
Dept. NBG, Hackensack, N. J. 


process, 


New Belt Conveyor 


A new belt conveyor introduced by the Metzgar 
Co., Grand Rapids, Mich., features a side mounted 
drive motor to (1) permit close-to-the-floor installa- 
tion, and (2) replace hand trucks for loading and 
receiving where transports reach 
and receiving area. 

The unit is built to specifications for inclined 
installation. Rollers and slide beds under the belt 
provide a capacity of 60 lbs. per foot. It may be 
installed horizontal or on medium incline. 


cannot storage 








REDESIGNED BEVERAGE COOLER 


Kelvinator beverage coolers are now available with 
this new superstructure designed with a two-fold sales 
appeal. Divided into two sections, a clear plastic lid 
permits the customer to view the beverages in the cab- 
inet while a raised shelf along the back enables the 
retailer to display tie-in items. The electric beverage 
cooler has storage capacity of 180 seven ounce or 150 
12-ounce bottles. It can be operated either wet or dry. 
For further details, write Kelvinator Div., Nash-Kel- 
vinator Corp., Detroit Mich. 
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International R-160 Series, GVW ratings, 14,000 to 17,000 Ibs. Gasoline or LPG fuel systems 


NOW — new low prices on light, medium, and light-heavy duty models 


Compare performance. Compare the proved per- 
formance of Internationals, model for model, with 
any truck on the road. Prove to yourself that Inter- 
nationals are today’s top truck buy. 


Compare value. Compare the extra value in Interna- 
tionals, detail by detail, with any comparable model. 
Compare the low operating cost. Compare the low 
maintenance cost, the long life. Compare the job spe- 
cialization that’s possible with Internationals. You 
will find that Internationals are your best buy. 


Compare price. Every new International, with its 
unmatched performance and unmatched value, com- 


INTERNATIONAL HARVESTER COMPANY - 












C 


| q 
Lod 


pares favorably in price with any other truck. Ask 
about new low prices. See your International Dealer 
or Branch today. 





America’s Most Complete Truck Line 


168 basic models from 14-ton pickups to 90,000 Ibs. GVW 
off-highway models ... 307 new features in the new 
R-line . . . 29 engines available with widest practical 
choice of gasoline, LPG, or diesel power .. . 296 wheel. 
bases ... wide selection of body types and styles... 
thousands of variations for exact job specialization. 








international Harvester Builds McCormick Farm Equipment and Farmall Tractors 





CHICAGO 


Motor Trucks Industrial Power...Refrigerators and Freezers 


Better roads mean a better America 











INTERNATIONAL TRUCKS 


Standard of the Highway” 








> TO SERVE YOU BEST... 


This modern entrance to our new home office and crown manufacturing plant typifies 


the up-to-the-minute facilities that are provided here to meet your beverage sealing 
requirements. With the latest, most improved equipment...and many years of 


experience with bottlers’ problems . ... we can serve you to your best advantage. 


MUNDET CORK CORPORATION 
Crown Division, 7101 Tonnelle Ave. 


North Bergen, New Jersey 





r 
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There's a Mundet Office 
or representative near you 
*ATLANTA 
339-41 Elizabeth Street, N.E. 
*BOSTON 
57 Regent St. (No. Cambridge 40) 
CHICAGO 
35 E. Wacker Drive 
CINCINNATI 2 
427 West 4th Street 
DALLAS 1 
601 Second Avenue 
DETROIT 21 
14401 Prairie Street 
*HOUSTON 1 
Commerce and Palmer Streets 
JACKSONVILLE 6, FLA. 
800 E. Bay St. 
KANSAS CITY 7, MO. 
1428 St. Lovis Avenue 
*LOS ANGELES (Maywood) 
6116 Walker Avenue 
*MILWAUKEE 9 
4834 N. 35th Street 
*NEW ORLEANS 16 
315-325 N. Front Street 
PHILADELPHIA 39 
856 N. 48th Street 
ST. LOUIS 9 
3176 Brannon Avenue 
*SAN FRANCISCO 7 
440 Brannan Street 
*In Canada: 

Mundet Cork & Insulation Ltd. 
35 Booth Avenue, Toronto 


*CROWNS CARRIED IN STOCK 


International Harvester Cuts 
Truck Prices 


A substantial reduction in the retail prices of 
its light, medium and light-heavy duty R-line 
models of motor trucks, which it recently intro- 
duced, has been announced by the International 
Harvester Company. The price reductions range 
from 3.5% to 10.6%. 


Container Corp. Opening New Plant 


Container Corporation of America has announced 
that it will open a new folding carton plant at Oaks, 
Pennsylvania, about May 1. The building will be 
of one story brick and steel construction with 150,- 
000 square feet of manufacturing space. 


Clark Equipment Buys Ross Carrier 


Clark Equipment Company, a leading manufac- 
turer of materials handling industrial trucks, has 
formally acquired all the capital stock of The Ross 
Carrier Company of Benton Harbor, Mich., George 
Spatta, Clark president, has announced. Michigan 
Power Shovel Company, a subsidiary of Ross Carrier 
Company, is included in the transfer. Ross Carrier 
is a leading maker of construction equipment. 


New Polak & Schwarz Expansion 


Polak & Schwarz has announced the establish- 
ment of its seventeenth affiliated company in Roode- 
port-Johannesburg, South Africa. Mr. J. Ph. C. 
Wessing has been appointed as Managing Director. 

H. L. Hompes & Co. in Capetown and Durban, 
Mr. D. Cohen in Port Elizabeth and G. Isenberg 
(Pty.) Ltd., in East London will continue as local 
agents in South Africa. 


River Raisin Builds New Plant 


The River Raisin Paper Company, manufactur- 
ers of corrugated and solid fibre shipping con- 
tainers, has announced the construction of its fourth 
plant at Sharonville, Ohio, a suburb of Cincinnati. 
This important central area was selected as the 
location for this new and modern plant to enable 
the company to better serve its many customers 
in that area. 

The home office and main plant of the River 
Raisin Paper Company is at Monroe, Michigan. 
Other plants are located at Cleveland, Ohio, and 
Washington, Pa. 


Norton Plant Suffers Tornado Damage 


Norton Company’s new six million dollar grind- 
ing machine plant suffered damage estimated at 
over one million dollars in a disasterous 10-minute 
tornado which hit Worcester, Mass., June 9. The 
new plant was in the direct path of the twister 
which killed 73 persons in the Worcester area and 
did damage of untold millions of dollars. Damage 
was limited primarily to the building itself. 
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MANUFACTURERS OF CRUSHERS, PULVERIZERS, SINCE 1885 





Crush broken, chipped or worn bottles 


SAVE STORAGE SPACE — SELL THE CRUSHED GLASS 


Disposal of bottles now no longer a problem. A Gruendler All- 
Purpose Crusher installation as shown with simple hoist arrange- 
ment for second floor or ramp feed to Crusher provides a 
means to crush broken, chipped or worn bottles to uniform fine 
by-product for easy handling and disposal. Many combinations 
of Crusher-Pulverizer arrangements are made to fit the opera- 
tive needs of the Bottling Plant. 


WRITE FOR FREE INFORMATION 


GRUENDLER hiivenics't 


PULVERIZER CO. 
2915-21 No. Market 


St. Louis 6, Mo. U.S.A. 














For over 30 years... FAMOUS FOR 


GINGER ALE 


MONTE CRISTO - --- THESCO 


— two favorites with bottlers who want the best! 
A Full Line Of Distinctive Quality Flavors 


THEALL & PILE, INC, 227 yest Stree 


New York City 38,N.Y. 


TRIAL GALLON sf 


OF BOTTLING SYRUP 


Bottle it—taste it 








test it and you will discover why MarBert 
Send dollar to: MarBert Products, Inc., 
19 E. Lombard St., Baltimore 2, Md. 


is a great Cola. 


(Offer is good in U. S. and Canada only.) Syrup is available for testing 


only, MarBert is regularly sold as concentrate 


You Can’t Buy a Better Concentrate Than 


MULDT Cele: 


July, 1953 
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Sterilizing Agent Kills 
Bacteria—And Has Lasting Effect 


A new sterilizing agent, which not only kills 
bacteria upon contact, but gives surfaces to which 
it is exposed power to kill germs for weeks on end, 
is now available for the soft drink industry, it was 
announced by Christopher G. Janus, president of 
United States Movidyn Corp. 

The new chemical, called Movidyn— Germicidal 
Activator, is an activated colloidal silver compound 
made up of extremely small particles of silver with 
a powerful bactericidal effect on all the commonly- 
encountered germs. In addition to this continuing, 
residual action, it leaves minute particles of the 
substance on surfaces giving them in turn long- 
lasting bactericidal powers. 

Movidyn reportedly imparts no color, taste or 
odor to products in containers treated with proper 
amounts of the substance. 

It can be used in the soft drink field to sterilize 
bottles and other equipment, either by spraying 
or immersion, and even after containers have been 
washed many times in water the bactericidal prop- 
erties remain unimpaired. The maker further states 
that even after customers have opened the bottles 
and are using the contents, the surface remains com- 
pletely sterile. 

U. S. Movidyn Corporation has established lab- 
oratories and production facilities at 863 North 
Orleans Street, Chicago 10, Ill., where it is now 
getting Movidyn into commercial production. 








. ' 
\ break some sales records 

























qey Soda 


SONTAINS VITAMIN B, 






What Percentage of the Lemon-Lime 
Business Could Your Organization Get? 
Your Territory May Still Be Open 


Write B-1 BEVERAGE COMPANY 


2301 Hampton Ave., St. Louis, Mo. 




























GMC Boosting Light Truck Output 


The GMC Truck and Coach Division has sharply 
increased its production schedules of Hydra-Matic 
trucks to meet a rising demand from light truck 
was 














owners for fully automatic transmissions, it 
announced recently by Philip J. Monaghan, Vice 
President of General Motors and General Manager 
of the Division. 

GMC Truck, first in the industry with a fully 
automatic transmission, now has 19 models in its 
light line with Hydra-Matic available. The trans- 
mission, specially built for trucks, has dual range 
which permits driver selection of the most suitable 
driving range for the type of traffic or terrain. 


Shattering Sales Records! 


iles slogan Is embossed, im 
Si ft | 
iles- prove d Progress Portable 
' you ll probably 
as indicated by 


your trade mark ~* 
in decal on the ' 
eS vou offer it to consumers « . 
Others have . . 
volume in history! 
customers youl 
fishing, 
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When 
primnte 


Cooler .. and 





coolers when 
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sortable 
a offer your : 


hunting » OF 


camping details 
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relaxing 
he frigerator 
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write Progress 
pany (Est 1900), 
Kentucky. 
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PORTABLE COOLERS 


There's Profit in Progress! 

















Vineinia Dare 
VIN-VIE 


(Imitation Grape) 


If we appear boastful about Virginia Dare 
Vin-Vie, we are sorry ...but we are 
quoting the experience of bottlers who 
know, use, and profit by using Virginia 
Dare Vin-Vie Imitation Grape. Be the 
bottler with a business in a class by itself 
... Let us talk Vin-Vie with you. 





72 


















EXTRACT CO., INC. 
Bush Terminal Bldg. No. 10, Brooklyn 32, N. Y. 


Refrigeration Engineering Corp. 
Now Recony Corp. 


Refrigeration Engineering Corporation (and its 
Reco Products Division) has been merged with the 
Recony Corporation at the same address (150 Nas- 
sau St., New York City), and having the. same 
officers, directors and stockholders, it was an- 
nounced by Andrew J. Asch, Jr., President. Finan- 
cial structure of Recony Corporation is thus en- 
hanced by the net worth of the former Refrigera- 
tion Engineering Corporation to allow for expand- 
ing operations. 


- BROCHURES—CATALOGUES 


Catalog On Processing Equipment 
—Written for Plant Personnel 


The Alsop Engineering Corporation, 800 Baltic 
Street, Milldale, Connecticut, offers a new 32-page 
catalog written especially for plant personnel. It 
contains photos, diagrams, and comprehensive in- 
formation on the entire Alsop line of Stainless 
Steel Liquid Processing Equipment, including 
filters, filter discs, mixing and storage tanks, port- 
able mixers, fixed-side and top-entering agitators 
and transfer pumps. 

The catalog treats each product separately, and 
the features of the various units are described 
clearly and completely with an explanatory text, 
numerous plant installation illustrations, design 
variations, detail drawings and parts lists, applica- 
tion and performance data. 


New Booklet On Flavor Preparation 


Givaudan Flavors, Inc., New York, manufac- 
turer of basic flavor materials, has just released 
Technical Bulletin 53-1 “Flavors for Drinks.” The 
seven-page bulletin coniains useful information for 
the manufacturer of flavored drinks, and recom- 
mends formulations for the preparation of syrups, 
complete flavor bases and drink concentrates (or 
nectars). With the formulas given for complete 
beverage bases, bottler’s recommendations for use 
are also indicated. Copies of the bulletin are avail- 
able upon request. 


Bulletin On Varidrive Motors 


A completely revised and amplified 16-page Bulle- 
tin (No. 1797) on its line of Varidrive motors has 
just been released by U.S. Electrical Motors, Inc., 
Box 2058, Los Angeles 54, California. 

It outlines several scores of reasons why variable 
speed motors can be used to improve production, 
and includes 80 colored illustrations of motors, 
mechanical features, remote controls, ete. 
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SCOVILL OPENERS 
for Added Sales! 


When you buy bottle openers, make sure you put 
your name on a type that customers will value and 
keep, like these inexpensive Scovill sheet metal 
bottle openers, for instance. Scovill’s design has 
made them easier and more convenient to use, so 
naturally your customers will hang on to them— 
and your message will really get itself read over and 
over again. 


SCOVILL NO. 120 MIGHTY MIDGET. 
Its flat, highly polished nickel- 
or copper-plated surface is per- 
fect for your trade name or 
label. Itssmall size and bevelled 
ends without points make 
it easy and safe to carry 
as a useful and con- 
stant reminder of 
your product. 
























SCOVILL NO. 102 BANTAM. Its curved 
shape gives added strength with less 
weight and makes it easier to pick up, 
more comfortable to use. Made of 
nickel-plated steel. It may be lettered 
around the opening as well as on the 
handle, and in color if desired. 


SCOVILL OPENERS STAY ON THE JOB! 


Scovill sales producers are built for easy and continued 
use —and keep your name in front of your customers. 
Both of these openers bear on the middle of the bottle 
cap, thus reducing the risk of bottle breakage. They are 
priced among the least expensive sheet metal openers on 
the market. For prompt delivery or descriptive literature 
and samples, write us today. 





3.3.5 


SC OVILL Sts Action 


SCOVILL MANUFACTURING COMPANY 
ADVERTISING SPECIALTIES DIVISION, 59 SOUTH STREET, WATERBURY 20, CONNECTICUT 


July, 1953 
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GETS SALES POST... 


Anchor Hocking Glass 
Corp., Lancaster, Ohio, 


| has promoted Edward L. 


| Manager of 


Superka to District Sales 
Northern 
California. He will be in 
charge of sales for the 
Pacific Coast Closure 


| Div. of Anchor Hocking, 


and for Maywood Glass 
Co., a subsidiary. 


NAMES IN THE NEWS . 


Lilie 


Hh 











HIRES APPOINTS 


Charles E. Hires Co. re- 
cently appointed Dur- 
ward B. Logan as Sales 
Manager of its Fountain 
Division. Logan who 
joined Hires in 1947, will 
collaborate with C. D. 
Clark, who, as General 
Sales Manager of the 
Fountain Division, heads 
up the entire program- 
ming of Syrup and Dis- 
pensing Sales of the 
company. 





BROCKWAY NAMES 


Brockway Glass Com- 
pany has announced 
the appointment of R. 
Allen Gutherie to the 
Beverage and Liquor Di- 
visions of its Sales De- 
partment. Mr. Gutherie 
will assist the division 
manager, E. M. Tyndall. 














PROMOTED ... 
Con R. Coleman, mer- 
chandising representa- 


tive for Dr. Pepper Co., 
has been promoted to 
manager of the soft 
drink firm's zone includ- 
ing Iowa, Minnesota, 
Nebraska, South Dakota, 
Wisconsin, and Wyom.- 
ing. 








ALSOP FILTERS 
MIXERS & TANKS 








for controlled syrup making 


More and more bottlers testify to the remark- 
able savings in operating time and labor that 
Alsop Syrup Filters, Mixers and Stainless Steel 
Tanks give them. These cost-minded bottlers 
find that they can maintain better control in 
their syrup room and get greater speed and 
economy in their 
Regardless of the size or type of your installa- 
tion, there’s an Alsop Filter, Mixer and Tank 
to “fit your job” and you can be sure of posi- 
tive, trouble-free performance. Write for full 
information, recommendations and = quota- 
tions. The Alsop Engineering Corp., 807 
Baltic Street, Milldale, Connecticut. 


processing operations. 


Complete Mixing Tanks 


We can 
Open 


furnish any of 
Closed 
Steel Tanks with permanently 


our 
and Stainless 
mounted side-entering Mixers 
for a complete mixing unit. 
Valves and faucets of various 
types and metals, gauge glass 
other 


assemblies and 





“acceets- 

sories are available for all 

i size tanks from five to three 
i| hundred gallons capacity. 






ALSOP ENGINEERING CORPORATION 


Filters, Filter Discs, Pumps, Tanks, Mixers, Agitators 












“Our washer is a joy to operate and we 
are so pleased with it.”’ 
say Roy and Carmine 
Beckwith 


DOUBLE COLA BOTTLING CO. 
Seminole, Oklahoma 


* 
THE LADEWIG 
BOTTLE 


WASHER 
* 


For newest literature on this 
modern washer write to Archie 
Ladewig Co., Waukesha, Wis- 
consin, U.S.A. 





THE BECKWITHS 











flock embossed 


T-SHIRTS 
CHANGE APRONS 
«sweat shirts - jackets 


TO ADVERTISE 
AND PROMOTE 
YOUR BEVERAGE 


WE CAN REPRODUCE 
ANY TRADE MARK 


Write for 
|cotalog tog 


zi 
STYLECRAFT MANUFACTURING CO. 


117 Sycamore $1 Cincinnati 2. Ohio 





THE BEST BUILT BOTTLE COOLERS 
on the market BEV-FOOD Comb 


n6-case bever 










CE MM I ne cooler & by cu 
Tee ie ee) mae ft food refr 
makes users happy and soves 

you money. 


yerator 





24-case BEV-MASTER 


glass in 






. era 
mical OP tion 
Econo” og retrigee ore 
five-s! -year 

ty °° 
peav 
pressor silat 


"MANUFACTURING CORP. | 


“Quality Products for Over a Quarter Century” | 




















; 1125 E. Kibby Street Lima, Ohio, U.S.A. | 
1 Please send literature and prices on: 
| (C0 Bev-Cooler 0 Bev-Master 0 Bev-Food | 
NAME : a aie 
1 FIRM ae cadialetidiaciaithdenaieiaemeams 
| STREET aceemade ates | 
j CITY & STATE on { 
VRABGHARKR HES. &.9. PAT, CFF. em eumemnemme anes at 











NAMES IN THE NEWS 





Canada Dry Ginger Ale, Inc. 


step aimed at broadening sales promo- 
other Dry 
International announced the appointment of D. H. 
Macduff as advertising manager. Mr. Macduff, a 
sales promotion specialist, has an intimate knowl- 
edge of the beverage industry and of the Central 
and South American republics through a ten-year 


association with Coca-Cola Export Corp. 


In a 


tion activities in countries, Canada 


Ideal Dispenser Co. 

John C. Rieger, Jr., has resigned as secretary and 
general manager of the Ideal Dispenser Company, 
Bloomington, III. 

Mr. Rieger had 
Prior to this date, 
Elevator Co. 


been with Ideal since 1942. 
he was affiliated with the Port- 
able 


Dr. Pepper Co. 

BE. M. Dosser, formerly vice 
of franchising of Dr. 
president, traffic. 
has been transferred to W. 
dent and general 


president in charge 
Pepper Co., has been named 

Supervision of franchises 
W. Clements, vice 
sales manager, with Ernest F. 
Mar E. 


WHEN PUMPS 
WEAR OUT..WHO 
IS AT FAULT! 


vice 
presi- 


Marmon as franchise manager. Green was 


Cash in on this % 
popular sure profit, -° 
year ‘round beverage 


KAYO...the leader ' 
in Chocolate Drinks for ~ 
over 25 years 


CHOCOLATE PRODUCTS 00. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 





named Western division succeeding Mr. 


Marmon. 


manager, 


Thatcher Glass Mfg. Co. 


Dr. Roy S. Arrandale and Harry J. Mullany have 
been appointed Vice and W. W. Liston 
and E. W. Brown elevated to new managerial posi- 
tions by the Thatcher Glass Manufacturing Com- 
pany, Inc., Elmira, N. Y. This announcement was 
made by Franklin B. Pollock, Thatcher President. 

Dr. Arrandale was appointed Vice President and 
Director. He will function 
under his 


Presidents, 


Technical continue to 


in the same new appointment 


capacity 


This Petcock 





Saves Early 


cweck IN: PLANT SERVICIN 


One of many Waukesha Pump "Life- 
Savers,” this simple petcock can add 
months to pump service! Use it to drain 


life, early repair and need for replace- 


ment! 


cock-Check” 


a Oo ) ,] >eV ‘ 
an ae te fr . ye ur pump every time level; add oil to fill 
som ean : hy y. mended type 
a4 ‘ > > a > ef 2 Ad 4 
ts zmportant, you leave condensate life insurance. Save 


in your pump, you saponify the oil... 
Your oil loses its lubricating value, 
and you have rapid wear on the ball 
bearings, causing misalignment of shaft 

resulting in excessive wear on im- 
pellers and pump body, Shorter pump 





WAUKESHA FOUNDRY CO. 


Petcocks also 
ovoilable for 
pumps now 
in use. 


WAUKESHA, WISCONSIN 


0 eC 


SAVE YOUR PUMP... 
every day. 
til the oil runs clear. T 


and viscosity. 


new pump investment, 








USE DAILY AS DIRECTED 


WAUKESHA 


are built for long life! Every detail in 


P.D.* Sanitary Pumps 
their design and construction confirms 
this. Service-conscious Owners prove it 
every day, every year. That's why you'll 
find more Waukesha Pumps in use to- 
day for quality protection of all types 
of products, liquid, semi-liquid, creamy 
or chunky. Prove it yourself — write 
for latest Instruction Manual — or com- 
plete catalog. 


Make the "Pet- 
Let it drain un- 
hen « hec k the oil 

of the recom- 
It's good 


s money — and 


*P.D Positive Displacement, slow speed 


100% 
SANITARY 
PUMPS 


Vauhecha 


Dependable Product of a Responsibic Manufacturer 
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Cream Soda Does NOT 
Contain COUMARIN 


74H 75 


4, Cream Soda, | oz. 
Get Your supply now! 


We also feature the complete Conron line. 
Full line of Soda Water Flavors. Write for Samples & Prices. 


[Oth St. Nev 


“THE GINGER HOUSE” 


as previously, having been Technical Director of 
the Company since joining it in 1941. 

Mr. Mullany was appointed Vice President and 
General Factories Manager of Container Opera- 
tions. This entails supervision of Thatcher’s bottle- 
making factories at Elmira, N. Y., Streator, IIl., and 
Lawrenceburg, Ind. 

Mr. Liston becomes Plant Manager of the Elmira 
factory, the post formerly held by Mullany. Mr. 
Brown becomes Plant Manager of the Jeannette, 
Pa., factory of Thatcher’s McKee Glass Division. 
He replaces R. B. North, recalled to the company’s 
general offices in Elmira. 


BIG SAVINGS WHILE 


WE'RE MOVING 


Call Buckner and get “‘the buy of your life”’ 
in all types of good used equipment! 


rr 


You save our cost of moving equipment plus 
the big saving you usually get when 
you buy at Buckner’s. 


call DAnube 6-1344 COLLECT! 


BUCKNER EQUIPMENT CO - Chicago 16 


"| SWITCHED TO 
SRLET" 


Says Frank Gustine, _.-.. 
Pittsburgh, Penna. 


Because . .. Squirt is my 
idea of a smooth mixer for 
drinks...” 
Check Squirt Sales . .. and 
You Will Switch to Squirt Too 


Write for Franchise Information 
THE SQUIRT COMPANY 
202 South Hamilton Drive, Beverly Hills, California 


COPYRIGHT 1953 THE SQUIRT C MPAN + 
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ZEPHYR BODIES 
ECONOMY TESTED 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs and 
maintenance. 


FREE CATALOG 


SPECIALTY ENGINEERING CO. "*""siedtigut Soper" °° 


Chas. Pfizer & Co. 


The formal retirement of Francis L: Mead, who 
was responsible for many improvements in the 
current processes used for production of citric 
acid by Chas. Pfizer & Co., was announced recently. 
Mr. Mead joined Pfizer in 1920 during the period 
when the firm was pioneering in the production 
of citric acid by the fermentation process. During 
his long career with Pfizer, Mr. Mead served as 
manager of citric acid recovery and more re- 


cently as new product manager. 


Oakite Products, Inc. 

Oakite Products, Inc., manufacturers of indus- 
trial cleaning and allied materials, has announced 
five changes in its management organization. 

H. Liggett Gray, former vice president, was 
elected to the office of second vice president. Frank 
L. Oldroyd was named vice president, a post he will 
hold in addition to his present position as general 
sales manager of the company’s industrial division. 
Also elected vice presidents were Eustace Lingle 
and Van Dorn C. Smith. Another change announced 
was the election of George M. Seib, assistant man- 
ager, to the office of secretary of the company. 


Owens-Illinois Glass Co. 

Owens-Illinois Glass Co. has assigned three men 
new and increased responsibilities in its sales and 
marketing program. 

Harold J. Carr, as Director of Business Research, 
will coordinate market studies, analyses and fore- 
casts on the national economy, the glass industry 
and the industries that Owens-Illinois serves. 

Henry C. Rudy has been named Director of Mer- 
chandising and will coordinate the merchandising 
activities of the company and its subsidiaries. 

E. L. Herron has been named Director of Adver- 
tising and will coordinate the advertising activities 
of the company and its subsidiaries. 

They will report to Smith L. 
vice-president and Director of Marketing. 


Rairdon, company 





Don't gamble with your big Orange sales opportunity this 
summer! Let us send you a sample—quick—of ''SUNSATION’ 
and you will let your own reaction tell you what to do! Two 
color crowns and advertising available . . . franchise optional. 


ESSENTIAL PRODUCTS CO., Inc. 


90 WATER STREET Established 1895 NEW YORK, N. Y. 


= An Unbeatable Team! 


Be sure to specif) 


... SUNSATION’ 
the ORANGE with the 
FRESH FRUIT TASTE! 








aa. 


CARBONATED BEVERAGES 


MAXIMUM COLORING STRENGTH 
GUARANTEED UNIFORMITY 
EASY TO MIX 





hy x 
io. 


oo 


Ca” 


.D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1. N Y 
1901 PAYNE STREET LOUISVILLE KY 


PLANTS: LONG ISLAND CITY — LOUISVILLE, KY. 
WEST COAST: H. R. LAIST COMPANY 


RIALTO BLDG., SAN FRANCISCO, CALIF. 
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, al al 
FOR SALE 
Business Opportunities, Bottling Establishments 
FOR SALE.—In State of Wiscon sin; well 
established and equipped bottling 4 lant; " ‘lewant 
territory; approx. 4 ¢ uni tt e wide expansion pos- 
sibilities; $1.20 on small, $1.40 on 10 oz. and 12 oz 
plus deposit; owner for the past SO years wishes 
ues ay, U y to retire; 3 leading nationaily advertised drinks 
including flavors; located in the city; moder 
H / 7 equip., brick building; can purchase business with 
your equipmen cedar 
AT 2:00 PM BOX S01—6.-3 


FOR SALE. Ve il-es tablished hottling plant 


ated in San Bernas Ino, ¢ i t.; excellent terri 


. 

tory with wide xpansion possibilities company 

¢) ing an omp e e has been ir mtinuous operation since 193% and 
enjoys a good reputation in the area; $1.25 price 

and $1 deposit; present owners have other inter 


Small Hotel, Bar and Dining Room ests; will, accept reasonable terms to qualified 


in half the time WITH 55 ACRES OF GROUND 
OF THE FOR SALE 


Machinery, Apparatus, Materials, Bottles, Boxes 











Here's the Oakite Steam-Detergent Gun 


—a low-cost cleaning accessory that FRONTENAC CRYSTAL SPRING HOTEL vOR Shields filling fact line of replacement 


part wr Shie achines ; also rebuilt one 


works off your own boiler. It cuts plant- CLAYTON, NEW YORK gona wo nc wh 1 ‘K INS. 1210 ria 


wide cleaning time in half... reduces at, Lastle Suannom, Fittsourgh 34, Fs.—4.6 

































































sanitation costs. in the heart of Thousand Island, at St. Lawrence River. FOR SALE. -- Complete 40-spout Liquid line 
Small fully equipped Bottling Plant now operating to be ncluding 4-12 Meyer washer, crowner, Moj« nnier 
Hooked up to your steam supply, the sold as "going" business. Well established, ample supply core coenet and. seli contained refrigeration unit, 
ie . ‘ of natural mineral spring water which is also bottled and cher Sidie. \. avataiie sean. ote Ge 
Oskive Gwe gives you a powerful clean sold. Also to be sold adjoining and operating in connection BEV. CO., INC., 600 E. Exchange St., Akron 6, 
ing combination of wet steam and de- small Hotel with Bar and Dining Room on 55 acres of fine aa #.-ti. 
; . , » ground. Bottling Plant, Hotel and Bar to be sold as a FOR SALE.—1 Mojonnier 7% hp | Cool 
ene serene. ¥ou can napeee teu whole or separately. Present Owners retiring. Terms Ht sorncngy Pye ee ee ae ee pees: 
mixtures and rinse merely by twisting available. Open for inspection from now until date of sn de Aller. $1,500. h ocr 8 E RG 
a valve sale. For further information Call, Wire or Write: Mrs. BO] rl E RS’ EQUIP. CO., INC., 301-307 Powell 
ten Helen Tift, PHONE Clayton 406J! or St., Brooklyn 12, N. ¥.—3..t¢ 
The Oakite Gun not only eliminates alr = . FOR SALE.—5-wide Liquid, Universal soaker 
cuatly Kendecrdbbine, ke alee siaglihes Liquidators of Indiana, Auctioneers 12-spout Red Diamond filler; 250 gph Red. Dia: 
, : r¢ carb.; 5 hp rk compressor with stainles 
cleaning of high-level areas such as walls, 915 Liberty Avenue, Pittsburgh 22, Pa. steel 00 a ee ee onan soem nee 
in Y4i, used only 2 yrs. ; : 735. 
e ceilings. Gun is an excellent medium for vista 
Stripping paint, too! The World’s 
g Best 
Save time cleaning... E TRADE MARK REG. Opener 
Bottle Washers A weron STATIONARY 
2 Case Conveyors . + BOTTLE 
Filling Machines ° ° E a0 
3 N 
a Closing Machines pH? 449 OPENERS 
P) Carboys and Jugs P . Pl Eliminate loss of 
Processing Equipment 7 JE bottles and contents. 
Steere 0 ° Prevent danger to 
2? Loading Platforms Manufacturers of WOODEN BOXES the public. ; 
° OF EVERY DESCRIPTION 0 Have long life. 
Garage Maintenance TIOGA AND MEMPHIS STREETS 
PHILADELPHIA 34.PA ° 
Brown Manufacturing Co., Inc. 
° FREE—without obligation, your local NEWPORT NEWS, VA. 
Oakite Technical Service Representative 
will gladly show you how even unskilled e - a. 
ts susie aot... on How to Reduce Foaming | i 
clean-up anys = the recouped team Most foaming is caused by temperature differences be- 
Detergent Gun. Write Oakite Products, Check S virt Sales tween carbonated water and syrup in the filler. The best | 
@ Inc., 20C Rector Street, New York6,N. Y. q solution to this problem is the Mojonnier Syrup Cooler, 
relate! ry eee es : which cools syrup down close to water temperatures. 





eqauiteo INDUSTRIAL Clean YOU'LL r 
Mojonnier Junior Syrup Cooler 


OAKITE aan |; ee . Z The Mojonnier Junior ie bade is rated at 16 and | 


— qvict 48 gals. per hour; Senior models rated at 115 and 265 
COPYRIGHT 1053. THE SQUIRT COMPANY gals. per hour. Meet all requirements of the industry. 


p . . Fit in any type plant. Write for descriptive literature to: 
Technical Service Representatives in Principal Cities of U. 8, & Canada ° Write For Franchise Details Today : he 


he . Hamilton Dr. , , 
a THE SQUIRT COMPANY severity tithes € «-hee’ | MOJONNIER BROS. CO., 4601 W. Ohio St., Chicago 44, III. 
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FOR SALE.—Plai 


capacity ALBERT "LEA BOT 1 mr I pot bar Ks. catbonator,. $2.28 50," 30 bead 1 fauid pint mixer THIS MONTH'S BOTTLE SPECIALS 
SPECIAL att arse Peachastetd HOTT. CO. 1030 East New York ‘ce Tee ae inane FOR PROMPT SHIPMENT 


















FOR SALE.—Cem %) filler and crowner, pur 2, Ind.—1.-tf. ee ‘ : 

chased Aug. 1947: Cem mixer, 12-head with extra % : 500 r. 7 o:. flint ACL “Hale water shape. 
ANNOUNCEMENTS set bottling equip., purchased Aug. 1947; Cen FOR SALE.—40 Liquid filler, splits and pints, g 8” ht ' P 

1,000-gal. saturator, purchased Sept. 1947; Cem with Worthington compressor and 7-head Jumbo ° - - 
12-head mixer, purchased July 1951; Cem 2,000-gal model E crowner, $3,000; Liquid Lifetime 1,000- 150 gr. 7 oz. Em. Gr. ACL "Cheer Up ew 
saturator; located in the midwest; for price and gal greg pate pacer r sand ane and used. 
fare} detaite : OX 810.—7 gravel filter, 42” purifier, 2 zone ydrex reactor, . ee, 
et cl nucle scale te lletote Nt ct all for $500; Evans heater 2Q3, $1,250; Infilco 3000 gr. 7 oz. flint ACL "Spur"; also 12 ox. 





4 : 1 ‘ sand and gravel filter, 30” purifier hydrodarco, 


unit on one base; compressor 20 and 10 HP, 2 . : 500 gr. flint 7 oz. sodas, lettered Kramer” 
Permutit dealkalizer water conditioner, $1,500; 
















































speed with approximately 500-gal. cap. cooling and , 87%" ht 
: es : , Liquid filler, 32-spout ith Worthington compres /8 ° 
carbonating to 34 degrees F; no operation o t ne I W B HN ln? 

[ne diac. beetles par maniie: ceukaed wide Eaeeee sor, $3,750; Liquid Lifetime carbonator, 500-gal. 125 gr. flint 7 oz. new, plain sodas, 87" ht. 
Carbo-Cooler; priced low.—STANDARD MEDI STNSO. ey wt gg machine ented yp Bimsen 190 gr. flint 7 oz. ACL "Holt" sodas, 81/2" ht. 
UPP O., 735 ch St., Columbus >}, qui Sead, ot; Motor Griven ne a 
ee - if ct is N. High St., Columbu 36” table, $300; Red Diamond Universal 5-wide 100 gr. flint 8 oz. ACL Red Wine" sodas, 

washer, aute . unload, $1,000; Dixie model F auto., 9" ht. 

FOR SALE.— Approx. 7,000 cases 12-02. Double pan endF . iquid Lifetime po —— gal., mgd. 550 gr. flint 8 oz. new, plain sodas, 844" ht. 
Col: } ittles, | | d it factory cartons: also oto are « able, ow with oo conveyor or Ld -™ 
Sees: avenren, Wannee, sien te, Seearh Seeia: Dixie hookup, $150; boiler, gas fired, 25 hp return 2000 cases 24/8 on. flint sodas, lettered "Dia 

GREENSBURG BOTTLING CO., Greensburg system, injector and water pump, $400; Ford, mond”, 8%" ht. 

Ky.—7.-2 eo ven Setogte — ees ey chain ones oe 20,000 cartons 24/8 oz. Em. Gr. sodas, 71/2" ht. 
. ’ i rie ) Ke Dae 4 j ” ’ 

FOR SALE_H “ ' = aaa CROWN BOTT, CO” zo1_N ‘Main, Ft. Worth. 700 gr. amber 9 oz. lettered "Red Top", 
4 omple te ic ¢ pith | * ogy ° ‘sell half Pirieys Vex 5 7 beer shape, 92" ht. 
write or ‘phone Kearny 2-5989.—P. O. BOX 105, K 2 . 150 gr. flint 10 oz. new, plain sodas, 9'/4" ht. 
Paws \ | 7] OR SALE. 1 Star I iquid deluxe Tw) gph 200 E G 10 i i d 9! " ht 

, ‘ carbonator; practically new; reasonable “TACOB : gr. m. r. oz. plain sogas, bs ‘ 
Se BAS —Clc wancline lock track: 40D ADAMO, INC., P. O. Box 814, Staten Island 4, 40,000 cartons 24/12 oz. new flint, one-way 
8-wide Heil, late model, excellent condition. capacity in excellent condition; price $2,045, Y Oemaee bottles. 
> ‘ ary he > id 
CONFAIR BOTT. CO., 1825 Race St., Williams FOR SALE.—At sacrifice: 24” Hydro Darco 100 gr. flint 28 oz. new ACL "Mission" sodas, 


port, Pa 7 


l . 4 y, te 
1 purifier; Liquid Carbonic 12-spout filler, fair con 11%" h#. 
JULY SPECIALS! FOR SALE. Wspout Liquid filler, splits and {im with. $550 worth of ew parts, this machine | 10,000 eases 12/29 oz. flint and green, lettered 
is a bargain at $1,350; Liquid Universal 4-wide 


; } orthington compresso d 7 ( - 
10 ton Kol-Flo water cooler. pints with \ rthington compr r and T-head bottle washer, $1. 100: 250-gal. per hr. Liquid on base, 117%" ht. 
Jumbo model E crowner, $3,044); 1000-gal. Liquid le | i , : 150 flint d 32 ACL “Indi 
& ton HyGrade water cooler, York Life Time carbonator, $1,444); Norwood 42” sand Sanh. pagar akewsi unit with 10 HP compressor, ah ~ oe a" = eines 
; § nok, Ae ; + $000; Permutit carbon unit, $75; Permutit sand Head", 115%" ht 
Comp. ind gravel filter, 42” purifier, 2 zone hydrex re leer. $ . y , ® "7 
c cin’ Gk tor aaa: Bees ioe Gee Pie filter, $00; same as new Mojonnier carbo cooler 150 flint light ight plai 32 
8 wide Meyer qt. washer. actor, all for $00: Evans heater 203, & section, type 6, 125 gal. per hr., used 3 mos., if you have gr. flint new, light weight plain, oz., 
12 and 24 spout Red Diamonds. ‘tin - ot B0" aed er) “| te Pout cat od a lt) HP compressor to tie in with this unit you 11%" ht. 
: sisting of 80° sand and gravel filters, 30’ purifie an't miss at $1,200 sop PF-3 s 
(Above can be seen in operation.) hydrodarco, Permutit dealkalizer water conditioner reg mye aE ae ; Alsop PF-3 pressure filter 100,000 new 12 oz. partitions, 2c ea. 
ce n base 200-440 motor, $125; all equip. 


Also Powered Roller — Belt Conveyor. orthindtan graurtcn Ge: Mnan, then UP BOTT. COW 1130 oe eo Mo |. BASKOWITZ BOTTLE COMPANY, INC. 


Life Time carbonator, $550; 10-ton York ice ma 5.2 

















BOTTLE SPECIALS ! chine and cooler SISO: Liq ud H-head mixer, piles 1301 Grand St. Brooklyn $B N. Y. 
$700; washer, Red Diamond Universal 5-wide, FOR SALE.—2,000 cases 12-0z. bottles in full- 
500 gr. 6 oz. flint sodas. yess ey $2000; Dixie model F suto., $1,000 depth cases, one name; also lot of 3,000 cases 
1500 cases 71/2 oz. tall sodas. on HP gan get gg ares yg Besser 12 07.5 one name : BARQ BOTT. CO., 3135 
-? t n systen 1 rector ‘ ‘ ¢t ) , acKket éf 7 . PYv¢ { o HF } 
1000 cases 32 oz. bottles. ih thts aed temeerae Si tonk ree, ve eveland, Ohio.—5.-4 
4000 cases 6 oz. Spur bottles. CROWN BOTT, CO., 701 N. Main, Ft. Worth FOR SALE.--Bargain in first-class case con- | 
Texas $2 veyor ind , Pores stands, CHATTANOOGA 
- - - Cor A ( ‘OL: BOTT. CO., INC., 201 Broad St., 
FOR SALE.—-Cem 40 model B filler and crown- Chattanooga 5 lrenn.—5.-3 
er, good condition, available in Mar. 1953; also O 
800 gph CCS stainle s steel saturator, available FOR SALE. Ermold straight line auto. multi 
now P. P.. BOX 736 12.-tf. ple labeler, model 70, 6-wide for body and neck 
BOTTLE & SUPPLY co. INC. 4 < 2 F : labels, in excellent condition: | iquid carbonator 
. FOR SALE. 6-wide Heil 1941 soaker; any “(K) gph, reconditioned; water filter, quartz and 
- reasonable offer accepted; must make room avail unchar, SOO gph, in excellent condition Lomax . 
7615 Third Ave., Brooklyn 9, N. wa ible P. Q.. BOX 737 12.-tf. irup maker and filter, SR-GO, reconditioned oe 8 
or call regarding exceptional buy ‘phone Calumet 
BEachview 8-3450 FOR SALE. — Cem 20  siruper-filler-crowner ; 580MM) FILPACO INDUSTRIES, INC, 2414 
plits to qts.; excellent condition; immediate de So. Michi Ave Chicago 16, 11 G.-1 
1 


ery P. N., BOX 734 12.-tf 


We Will Buy (And Sell) At Any Point) = ox savz—Moiei 1 Dinie, serial No. 201; LOR, SA Pemenones FOr immediate Delivery 


° ° priced low for immediate sale; storag?: space i les on request CANADA DRY BOTT. CO 
Any Quantity of Emptied 10-Gallon Grapette, ied.—_P. G. BOX 725.11 OF OMAHA 4 03 N. 18th St 


nee 620) tt. Omaha, Nebraska 








Double-Cola, and Pepsi-Cola Metal Cans; G1 
n Kegs, Barrels and Steel FOR SALE.—18-spout | Liquid | filler; serial 
ee a oe No. 144; in operation now in plant in Ohio; price FOR SALE. Surplus Richardson Root Beer Rebuilt and 
Drums yin p 
. reasonable R. H., BOX 785 4.tf. ACL bottles and cases, 3,000 cases T-0z., OO ease 





“-0z., and 2,000 cases %-gal. @ The per case, bi Guaranteed 
BUCKEYE COOPERAGE co. FOR SALE. o2-spout Liquid low-pressure tle ind’ case f On) Richardson Root seer hall 


3803 Orange Ave. Cleveland 15, Ohio siruper and filler with Jumbo CCS automatic depth shells for 7-oz. bottles @ 3 : MM) half 
crowner; &-wide Liquid Super Kleen washer; 500 lept Vepal. case a 0c ea all above iten 
gph Liquid Life Time carbonator; World rotary f.o.] sur plant IMPERIAI BEV. CO., 234 
36” table; 








iutomatic labeler; 36 rotary accumulating ) ird St tochester 6, 3 » 4 G,-1 


















































































































2 100-gal tainless steel tanks; 10 dise Star Liq - 
Crates § JACOBOWITZ @. d sitep fiery woute ten to oot oh, but toe FOR SALE. W to 5 ten-gal. carbonaied soul BOTTLERS’ EQUIPMENT CO. INC. 
3071 MAIN ST@EET BUFFALO 14,N.Y. AMHERST 2100 reasonable offer for all or part will not be refused wate n good condition. GOLDEN AGI 301-307 Powell St., Brooklyn 12, New York 
P. T., BOX 740.—12.-tt BEN CORP Youngstown 2. Ohio ~—-4.23 
: ‘ : FOR SALE ew Lomax OOpal RR iruy 
FOR SALE FOR SALE. One 1050 Com 0 spouts, pane FOR SALE. Cem stainless steel carbo-cook maker and filter, double cylinder; serial no. 365 
laily ; putting in larger equiy GOLDEN ? MK gal . ecellent working condition, $2 2 1 vaus yla best offer takes it r. < COR 
IMMEDIATE DELIVERY GE BEV. CO. INC., 600 E. Exchange Sty (ny; 4 Sw head. Liquid Spinner, mixer, $2,900 CADO' tH VO. Washington St, Chicago, 1ih—t.-1 
6, Ohio.—4,-T] PEPSI-COLA BOTT. CO., 1030 E. New York 
. - st Indianapol ” Ind ,-1 FOR SALE Meal, Liquid carbonator, water 
- Wi 9-C ( t i on - vem 4) Model B, excellent con cooler with I hp Kelvinator comp botl 
Meyer 16-Wide, 5-Compartment Quai lition; 12W5C Meyer Dumore quart double-en ; RO Aah Belin ti eee $650, or will sell individual PARKWAY 
: ; ’ : ot ae - ' meee FOR SALE. alf-ga ttling dis nAIsting 
Washer, used 6 montns, Cem 40-spout washer, good condition TB wees “EIRSTI SBERG f Meyer 12-wide half-gal. bottle washer; Meyer BOTT, CO., 1014 Shackamaxon St., Philadelphia 
. ; a e deli 7 t ) t e t, J ’ o* ws bat abd He Ww eT . i, “7 : 
Filler, completely rebuilt, and in- BOTTLE Re” FOUIPMES NT CO., INC. 301.307 ho pressure ‘H-spout filler an | crowner to matcl 2h, Pa,—6.-1 
> > 7 a . ~o +P <E ‘ '@ > orld tute labeler L mode umbe i he 
spect d by Crown repre entative. Ce + Powell St.. Brooklyn 12, N phen “ Peace gee h Ci Ps go Mey H r et ad aa Shai iee teens: tailed aes - 
16-head Mixer, completely rebuilt and ‘OR SALE—6 a caahiall PE yer om Swe labales iat Dh atia Taanrnasinant favors. a good Kole and Mission Orange; fine 
. j ¥ u —0o be 1 deco atec colo ‘ 1 a 1 : 
inspected. Cem or Liquid 1,000 gallons wth b po, ~~ Me e o ye 4 ha genet ay 8 ceili scarab Worl ioe s. Sebal sents building ; a growing business in go vd kakine cover 
stainless Carbonator. slager ale or club soda.—_GOLDEN AGE BEV oe eee Sine Cane Pee) eS ere coe Pieeses Sean krona +4 Soak basse wnaian 
* CO. Est 600 E. Exchange St Akron, Ohio * pat r i ; A, + da os pois ind other small dairy plant article Ign. I-02 
This complete outfit is only one of sev- or eeiaa’ auidate @ inns . ce sania Mi : and Svan + a Blue Sird grape bottle 
T B iv , mOX 33 irceline o.—6,-2 
eral that we have available. Tell us FOR SALE Several sndred gross Hire 12 ron wire ' ' phon : Boule ! 2 B60 | P.O. BOX elit 
’ ! labl {10, & ) MO Parkesicde drive ikewood 4 
_7 . : s 4 ( bottle pa ed d available t imme 
your requirements, and let us quote. » ACL t ent.— ( AN ADA DRY BOTT. CO O 6.-1 FOR SALE.—Dixie Model © auto, fillers, in exe 
Good late model equipment is. still oe Kine’ St Charleston Co +f lent condition: World semi-auto. labelers, recon 
available at prices of about 50% of s nee FOR SALE 22-spout sif filler, S-hea tioned; International and Filpaco dise filter wate 
new, What are your requirements? FOR SALE.—2 40-spout L wd filler m, 4-12 rowner, 1 pasteurize 1 vac ut inn rt 1] po ner one ti ned; A cee oe a ore 
? ; ilf-pint uid bottle ashner,; S-wide Ermold everaye priced te ! t $2.20), good erating reconaitranes 0 aA vé ine » 
What do you have for sale? ibeler ; 1 10 wide Ermold labeler; 1 15-head Liquid condition; 30” sand water filter, Infileo, $125 condition; write or call regat exe unusua 
2 Jur crowners 1 4-12 half-pint to EAD ¢ ise Nut Cola bottle yee ea 14S Che ilue ‘phone Calumet 5 NOW). rs tl. PACO | NbDt 
quart Mevye washe GOLDEN AGE BEV let w l-4 case elt d TH (; ( PrRIES, IN¢ 2414 S M a \ ( in 
Sewing American Industry for over 30 Years CORP... Youngstown 2, O 5.-3 POWELL. Berlin. Md__6.-1 1G. Il.--7.-1 


July, 1953 








BOTTLING 
EQUIPMENT... 


Rebuilt 
and 
Guaranteed 


Write... 
Wire... 

or Phone... 
RA-9-3173 


BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City 1, N. Y. 











FOR SALE 


25,000 full-depth 24/12 oz. cases, Pepsi 
type stenciled to your specification. 
100,000 24/12 oz. Partitions. 


AIDMON BOTTLE & SUPPLY CO., INC. 
7615 Third Ave. Brooklyn 9, N. Y. 
BEachview 8-3450 














It’s New! It’s Improved! 
A-1 COLA BASE CONCENTRATE 
"The Cola of Superior Flavor” 


write for free samples to 


CLOISTER LABORATORIES, INC. 
612 No. Orleans Street Chicago 10, Ill. 








FOR SALE 


150M—12 oz. Partitions. $45.00 per M delivered ra- 
divs 700 miles of Buffalo, N. Y. Lots of 2500 or more. 
7000 7 oz. Shells, O.S. dimensions 10'/2°* x 16'%"" x 
7¥%'' hi. WANTED: 12 oz. Spur bottles, in full depth 
cases. 

BISON BOTTLE COMPANY, INC. 
28 WASSON ST. BUFFALO 10, N. Y. 








FILTER PAPER ... FOR 
WATER, SYRUP AND 
CITRIC ACID 


We can match any size—any kind—just send 
one along as a sample. 


We carry a large stock of the quality you 
need. Immediate Shipment. 


S. ERVIN DIEHL, JR. 


1300 No. Front St. Philadelphia 22, Pa. 
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FOR SALE. 24,000 cases used 32 oz. amber 
Steinie beers packed in 1 dozen printed cartons 


ROBERT BASKOWITZ, INC, 716 So. 21st St., 
é 7.21 


St. Louis 8, Mo. 

FOR SALE.-—400-gr. 6-0z. bottles, $2 a gr.; 
200-gr. mixed I2-0z. bottles, $2 per gr 60-gal 
glass-lined mixing tank with motor, $75; Burns 
filler, $200; Baby soaker, 45 cph. $300; 150-gal. 
per hr. Liquid carbonator, $150; all the above 
prices are f.o.b. Utica, N. Y., subject to prior sale. 

IN¢ Utica, N 4 


FREEMAN’S BEVGS., 
7.-1. 


FOR SALE.—Approx. 4,040 cases of 6 and 12 


oz, Spur bottles, packed 2&8 bottles to the case in 
Spur Wooden cases; will accept any reasonable 
offer 


WAYNE BEV. CORP., 15 Wayne Ave., 
Suffern, N. Y 7.-1, 


FOR SALE. 
ACL bottles and Cases ; 


Richardson Root Beer 


Surplus 
3,000 cases 12 oz 


approx 


will sacrifice @ Thc per case, bottles and case; 
2,0) cases 4% gal. @ The per case, bottles and 
case; 500 half-depth % gal. cases @ SOc ea.; 1,000 


20c ea.; all above items 


full-depth 12 oz. cases @ 
BEV. CO., 234 Or- 
7.-1 


f.o.b. our plant IMPERIAL 
chard St., Rochester 6, N.Y. 


FOR SALE.—1s8-spout Liquid filler, serial $144, 
equipped for splits and pints, at Marion, Ohio; 
and 12-spout Liquid filler, serial #740, single-phase 


motor at Greensburg, Pa.; write BURNS 


BOTT. MACHINE WORKS, INC., 2229-2239 
Kirk Ave., Baltimore 18, Md,—7.1. 

FOR SALE. 3-compartment, S bottle wide, 
half-pint Meyer Dumore bottle cleaner; Cem 28 
filler and crowner; cooling equip.; mixer; rotary 
accumulative table; now located in Virginia; for 
further details and price write S. A., BOX 804 

7 

FOR SALE 2 S,000-gal, tanks, new, % 
welded steel round tanks U.A.; 5 0-gal teel 
round tanks, A 1 1.4Mipal. and | Sdwi-gal 
steel round tank with freezing coils and ammonia 
motor driven compressor; write to BOX E, 
Franklin Station P.O., Baltimore, Md.—-7.-1. 

FOR SALE.— Liquid 12-spt. filler, used very 
little sacrifice $1,000, excellent condition also 
stainless Liquid Diamond carbonator, 300) gph, 
like new, $400 GARY FUST, 38 Larch Rd., 
Buffalo 21, N. ¥.—7.-1. 

FOR SALE.—Liquid Carbonic stainless steel 
instantaneous water cooler with 7 h.p. Carries 


soaker-type 
' 
excellent 
reasonable 
Junius St., 


also D&L 6-wide, 90 cpl 
bottle washer, new 1948; both units in 
condition and available immediately at 
prices ARISTOCRAT BEVGS., 291 
Brooklyn, N.Y 7.-1 


compre 


sor; 


Dixie F, Miller Hydro 
unloader 18” dealkalizer, sand 
above machine is in opera 
approx OKO) 
take splits to qts 
replacing 
i. €O., 


FOR SALE.--Used 
soaker (0) cs., auto 
filter and carbon unit; 
tion and good condition; 
washed and bottled; will 

sell for $2,500, cash or terms; 

larger equip.-PEPSI-COLA BOT 
ance, Nebraska 7.-2. 


FOR SALE. 


spout plant (except 


cases 
will 
with 


Alli 


Complete Liquid 12-wide 382- 


carbonator), washer, filler, 
mixer, retrigeration, compressor, conveyor, filters 
and accumulating table; all in good condition, 
$2.40) as is and where is.—CROWN CARBON.- 
ATING CO., Hamlet, N. C.—?.-2 


FOR SALE. World auto, rotary labeler; 
and qt.; im operating condition; $1,500 f.o.b. 
plant; needs some new parts to be put in 
class condition CANADA DRY BOTT. 


175 S. Pauline, Memphis, Tenn,.—-7.-1 


pint 

our 
first 

i) 


FOR SALE. 


Complete bottling unit consisting 


of the following; Liquid 32-spout filler, Heil 12 
wide washer splits to qts., w/cummulative load and 


Jumbo 7-head crowner, Liq 

Magic Giant carbonator 
Liquid 15-head mixer, Liquid 36” revolving table, 
Infileo JBAS 840 continuous flow lime treating 
plant with 2 36” filters, Kwik-Kleen water polisher, 
York 5x5 compressor, Mojonnier water cooler, 
2-235-gal. Lomax bottom agitating mixing tanks, 
Westinghouse 10 hp air compres Carner com 
pressor with filtrene water cooler SS gph, Bliss 
case stitcher, Barret-Cravens hydraulic lift truck 
1.000 Ib. cap., 300 Whitney stainless steel conveyor 
chain, Liquid 90’ revolving bend, miscellaneous 
spare parts and tools; all in very good condition 
and priced to sell—NESBITT BOTT. CO., 900 
N. Nelson Rd., Columbus 3, Ohio.—6.-1 


soak tank filter, CCS 
uid Life Time 500-gal 


sor 








WANTED TO BUY 
Bottling Outfits, Bottles, Boxes, Machinery, Materials 
)-60 low-pressure Liquid 
please state in 

>, BOX 


WANTED TO BUY. 
Carbonic filler; in good condition ; 
first letter age, condition and price S. @, 
MM) 7.-1 





WANTED TO BUY.—-Model E Jumbo crowner 
in good condition; preferably with 10-oz. dial; 
advise price, condition, age, serial no. and size dial 


NEHI BEV. CO., Cordele, Ga.—7.-1 

WANTED TO BUY.—Cock ’n Bull ACL 12-o0z. 
bottles ; oe state quantity and price.—MINNE 
HAHA WATER CO., 3700 Prospect Ave., Cleve 
land 15, Ohio.-——7.-1. 





WANTED TO BUY.—Stainless steel carbona- 
tors and instantaneous water coolers, all sizes; 
also Cem 4) fillers and bottle washers, 12 to 24 
bottles wide; good cash prices paid.—FIRSTEN- 
BERG BOTTLERS’ EQUIPMENT CO., INC. 
201-307 Powell St., Brooklyn, N. Y.—12.-tf. 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 


POSITION WANTED.—-Bottling plant super 
intendent in soft drink plant; total experience 24 
years, 9 yrs. production superintendent; thorough 


knowledge operating and maintaining full line of 
Liquid machinery; Meyer soakers; age 42; single; 
would go anywhere.—-S. D., BOX S807.—7.- 


POSITION WANTED. 


understand 


Bottler and mechanic ; 


all makes 


20) years experience ; most 

of machines know sirup mixing, water treating, 
sanitation; can take charge of plant and get re 
sults; go anywhere; am employed but desire 
change S. E., BOX 808 7-2 








HELP WANTED 


Foremen Helpers, Practical Bottlers, Salesmen 


HELP WANTED.—Experienced salesman, Pa., 
New Jersey, New York, who knows the soft drink 
bottlers; salary and expenses plus bonus; car fur 
nished; give full particulars; confidential.—R. M., 
BOX 453 0.-3. 


HELP WANTED. — Flavor chemist, able to 
formulate something exceptionally fine in a fruit 
base orange, from beginning to end; must under- 
starid all angles of the business; this is a small 
aggressive company; will share on a bonus ar- 
rangement plus a moderate salary—N. V., Box 
652.—10.-1. 





HELP WANTED. — A reliable manufacturer 
selling nationally to tte bottlers and beveraye 
manufacturers, for many years, is desirous of add- 
ing a few men in valuable and productive open 
territories; these men should know the industry 
and possibly have another line which they are now 
selling to this trade; if you are in a position to 
extensively cover your territory with an outstanding 
line—already established and well known, here is 
an unusual opportunity to substantially increase 
your earnings; write fully, stating experience, 
lines handled and territory covered; all replies con- 


fidential—O. I.,—Box 603.—6-tf. 

HELP WANTED.—Production man for Coca 
Cola Bottling Co. in middle western city of 
approx. 35,000 population.—R. Q., BOX 794 
D.-ob. 


HELP WANTED. 
Coca-Cola Bottling Co 
approx 35,000) population R. 


Sales route supervisor for 
in middle western city of 
R., BOX 795. 


HELP WANTED. Salesmen wanted; old es- 


tablished flavor house wants men; will consider 

side line or full time S. F BOX 809.—7.-tf. 
HELP WANTED.—Representative to call on 

flavor and extract manufacturers in mid-west to 


flavoring materials and brominated oils; 
can be handled as 


sell basic 
good potential for new business ; 


side line by experienced man in this or kindred 
field; send full information your background and 
experience to.-DOMINION PRODUCTS, IN¢ 

10-40-—44th Drive, Long Island City, N. \ : oe 


HELP WANTED.— Production superintendent ; 
experienced with Cem 20 and Miller Hydro; ex 
cellent opportunity for right man; southern section 
of country R. Y., BOX 802.—7 
WANTED. Excellent sales 
well-established midwest manufac- 
turer of beverage machinery requires the services 
of a man capable of building, organizing and ad 
ministering sales department; must be experienced, 
free to travel extensively and have basic mechani- 
cal knowledge of bottling machinery S. B., BOX 
SO.—7.-6. 


HELP 


opportunity ; 


executive 


| 





YOUR CUSTOMERS ARE CALORIE 
CONSCIOUS! 


Cash in on the demand for sugar-free bever- 
ages. Write for details. 


SILVER KING SALES CO. 


Waukesha, Wisconsin 








4000 cases 1/2-gal. Amber steinies packed 6 in wood 
case. 

175 cases syphon bottles packed 6 each wood case 
with heads. 

75 cases syphon bottles packed 6 each wood case 
without heads. 

10,000 cases Flint 12-oz. export shape beer bottles 
acked 2 doz. pape cases. 


12 gr. 61/2-0z. Emerald Green beverage bottles, 
es on shoulder, packed in paper crate service 
cartons. 


3000 cases Grapette bottles. 
3000 cases Orangette bottles. 
4000 cases Lemonette bottles. 
SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Da'ton Ave. Cincinnati 14, Ohio 








FOR SALE 


2500 Cases 7 oz. Half Depth 24's 

10,000 Cases 12 oz. Export Shells 

100,000 Paper Partitions for 12 oz. 

200 Gross 12 oz. ACL Tall Sodas 

Many Other Style Bottles and Cases to offer. 
Contact us before you buy. 


* * * 


We will buy any quantity Surplus Bottles, 
Boxes, Partitions. 


PENN BOTTLE & SUPPLY COMPANY 


5619 Cherry Street Phila. 39, Penna. 








ALWAYS BUYING 


Soda Water Tanks—Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








WE BUY— SELL 
BOTTLES ... CASES 


Any type .... large & small Quantities. ‘An 
exchange can be arranged"— contact 
OHIO BOTTLE AND SUPPLY CO. 


420 Morgan Avenue Akron, Ohio 
Akron Phone: PR 3-5145 Cleveland Phone: UT 1-3791 








BOTTLE WASHERS 
Priced for quick sale. 
16-wide, 3-comp., Quart — LIQUID 
16-wide, 5-comp., Quart — MEYER 
12-wide, 4-comp., Pint — MEYER 
12-wide, 5-comp., Pint — MEYER 
8-wide, 3-comp., Quart — MEYER 
PERRY EQUIPMENT CORP. 


1419 N. 6th Street, Phila. 22, Pa. 





National Bottlers’ Gazette 












THE LAST WORD 
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I vs an exciting business again! We remember 
the dormant period which started about 5 years 
ago, and the almost complete absence from the 
trade scene of new bottling plants, new products, 
new packages, new merchandising campaigns—the 


most obvious symptoms of a “sick” industry. 


Fortunately, that’s all behind us now. A week 
doesn’t go by without the announcement of some- 
new and interesting development in our industry. 
Right now we’re heading into the 1953 summer 
season with many new products and improved 
techniques getting their first big chance at “big 
league sales”’. 

When this season is over the trade will get a 
more definitive picture about the no-deposit bot- 
tle; how dietetic drinks are doing; how big a 
market there is in quinine water; and perhaps 
even a clearer picture on soft drinks in cans. Yes 


sir, things are popping again! 


This time a year ago, coffee drinks seemed to 


be going places. However, except for a few strong 
local brands, most of them were short lived suc- 
cesses. On the other hand, you can look for re- 
newed interest and action on chocolate beverages 
before the year is over. One of the reasons is the 
development of a new compact chocolate drink 
sterilizer; another is the fact that at least one 
new chocolate drink, “Big C’’, retailing through 
Macy’s department store, seems to have caught 
on. Many wise heads in the industry have been 
awaiting an opportunity to capitalize on the great 


popularity of chocolate with the public. 


A wish is our last word this month——a wish 
that you have fair weather and smooth bottling 


throughout the summer! 





@ Whether you use Citric Acid regularly or 
only occasionally, in large quantities or in 
small, Pfizer is anxious to talk citric with 
you. There’s a type and a container size to 
meet your requirements. 

If you use money-saving Pfizer Anhy- 
drous Citric Acid, you'll find it in the fol- 
lowing mesh sizes: granular, fine granular, 
powder. Conveniently packaged in 25, 50, 
100, 225*, 250** Ib. drums. 

Pfizer Citric Acid U.S.P. is available in 
these mesh sizes: granular, fine granular, 
fine granular xx (for confectionery use), 
powder. Packaged in 25, 50, 100 and 220 
lb, drums. 

Order Citric Acid from Pfizer today. Your 
most dependable source for nearly three- 
quarters of a century. 


powder 
**eranular and fine granular 


CHAS. PFIZER & CO., INC. 
630 Flushing Ave., Brooklyn 6, N.Y. 


Branch Offices: Chicago, Ill.; San Francisco, Calif.; 
Vernon, Calif.; Atlanta, Ga. 


Manufacturing Chemists for Over 100 Years 





Whether Your Needs 
Are Large 
Small or Medium 
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what types of r00t? 


are written into our f 
n. Cochin. The top grades, 
broad and deep in warmth. 


ormulas. 


Three varieties 
too. 


African. Jamaica 
Blends that are 


foole « Jenks 


JACKSON, MICHIGAN 











